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ORGAN OF BRITISH ADVERTISING 


“WOMANS WEEKLY 


continues ifs record-breaking pwOgress 


The GERTIFIED NET SALES for July -Dec 1955 were 


m 


COPIES WEEKLY 


* Page Rate £600 
* Less than 7)- per page per 1,000 
* The lowest cost of any mass 
circulation weekly 
Space sold out in many 1954 ~~ 33 
issues — please let us know your | === A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., 
requirements early. = THE FLEETWAY HOUSE, LONDON, E.C.4. CENTRAL 8080 
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Hairdressers’ 


crop of ads 


What is claimed as the 
“greatest advertising-plus-editor- 
ial boost for hairdressers since 
before the war’ has resulted 
from the publicity given to hair 
styles specially created for Hair- 
dressers’ Journal in support of 
the National Hair and Beauty 
Week 


These styles have been featured 
in newspapers all over the 
country. Apart from wide news 
coverage in the national and pro- 
vincial press, dozens of local 
newspapers carried whole-page 
advertisement-editorial compo- 
sites. Many ran competitions in 
which readers were asked to put 
hair styles in order of merit. 


BRITAIN FIRST 


Britain led the field in the 
biggest-ever international travel 
section published by the New 
York Times. 

For the first time this maga- 
zine-size section ran to 72 pages 
and carried 248 columns of 
advertising. Of this total more 
than half consisted of foreign 
advertising, of which Britain's 
share was 3,609 lines (18 columns) 
as against 3,225 lines last year. 

Thirty-one countries were 
represented among the 346 ad- 
vertisers in the section. 


For better work 


and more output 


If executives conformed with 
the climate of public opinion in 
the matter of labour relations 
they would get better work and 
more output. 

This was stated in Buxton by 
L. P, Sentt, managing director of 
the Manchester Guardian and 
Evening News, in an address on 
the “C roy ay Bee of Manage- 
ment” to a iness executives’ 
conference, 


To The Editor... 


Over-ruling the 
inspector 


Sin,—I have read with much 
interest the letters from J. Dor- 
rington (February 18) and Samuel 
W. Magnus (March 4) on the 
subject of advertisement appeals. 
I agree with them that the pro- 
cedure for these appeals is un- 
satisfactory. In common with 
other appeals under the Town 
and Country Planning Act, ad- 
vertisement appeals are heard by 
an inspector who makes a confi- 
dential report to the Minister; a 
civil servant, acting in the 
Minister's name, may then accept 
or reject the inspector's report. 

From experience of these in- 
quiries, | would say that the 
inspecters do their part fairly and 
competently, but the procedure 
after the inspector has made his 


THIS WEEK 
D. Brook-Hart forecasts “What the 
adv agency of the future 
may like’’— page 
NEXT WEEK 
In “T phy in Adv of 
Roger Darcy comments on 
best advertisement I have 
ever seen.” 


report clearly offends against the 
principle that justice must not 
only be done but must be seen to 
be done. 


Now, in planning appeals of 
all kinds, this appearance of 
injustice would very largely be 
removed if the inspector’s report 
were made available to the 
parties, and the Minister were 
required, in the event of his over- 
— the inspector's report, to 
give his reasons for so doing. In 
the case of advertisement appeals 
it would only be in very rare 
cases that the Minister could 
over-rule the inspector's report. 
Both the Town and Country 
Planning Act and the Advertise- 
ment Regulations make it quite 
clear that advertisement control 
is to be exercised in the interests 
solely of amenity and public 
safety. 

Now, what public reasons 
could the Minister give for over- 
ruling the empectese report in the 
case of an advertisement appeal? 
In very rare cases, he might be 
able to point to some material 
fact that the inspector had over- 
looked. Policy could hardly ever 
enter into the Minister's decision 
on matters of amenity and public 
safety. Since, in nearly every 
case, the Minister would have to 
accept the inspector's report, his 


decision could be given very 
quickly after the inquiry. 

I think that a procedure on 
these lines might serve the 
interests of the advertisers better 
than a hearing by a tribunal, and 
| would suggest that the adver- 
tisers should make common 
cause with other interests affected 
by the Town and Country Plan- 
ning Act to secure the necessary 
changes in the present procedure. 


A. E. TELLING. 
Temple, E.C.4. 


Goodwill towards 
advertising 


Sm,—1I recently had the oppor- 
tunity of listening to a dozen or 
so “laymen” discuss advertising. 
The occasion was a meeting of 
the Manchester Rostrum No. 2 
(a public speaking club). The 
audience represented a fair 
cross section of the community— 
a bank manager, a shop steward, 
a W.V.S. organiser, a commercial 
traveller, a small businessman, a 
negro student, a lawyer, etc. 

The general trend of 
speakers was solidly in favour of 
advertising, though there was 
some criticism of posters in the 
midst of the countryside and on 
the prospects of commercial TV. 

However, I came away . _.le 
pleased to think that I, in my 
small way, in my occupation in 
advertising, am at least, appar- 
ently, favoured with the good- 
will of the general public. 

PETER DONOGHUE. 
53 Kippau Street, 
Manchester, 14. 


the 


‘Peace terms’ now 
for BIF 


Sim,—May I suggest that the 
promoters of the British Indus- 
tries Fair, the exhibitors and 
representatives of the trades 
unions concerned in stand erec- 
tion, etc., get together now to 
ensure that there shall be no last- 
minute strike or hold-up. 

If they, with the Minister of 
Labour and, perhaps, a repre- 
sentative from the Board of 
Trade, could agree on all details 
of remuneration and conditions 
before stand building begins it 
would probably make a difference 
to our export trade of many 
millions of pounds, For the 
same reason, it would be in the 
interests. of those who seek tu 
destroy Britain's trade to leave 
everything undone. 

G. H. WILKINSON. 
Stanmore. 
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New multicolour 
rotary press 


A colour press, designed to 
print full-size newspapers or 
tabloid-size magazines, wire 
stitched, in multi-colour has been 
pao by R. Hoe & Crabtree 


The “Super Colour Press,” as 
it is called, is fundamentally 
designed to print newspapers in 
black and white, but is so con- 
structed that built-in mechanism 
for printing colour can be added 
as required. A single colour can 
be printed by fitting an extra 
cylinder to the black unit, and 
multi-colour by adding simple 
reversing gearing and portable 
pump boxes, and running the 
paper web through two adjacent 
units. 

A brochure explaining and 
illustrating in colour the design 
and functions of the new press 
has been produced by the 
oe Advertising Agency 


Lecturers were 


guests at dance 


The first social function of the 
year-old Advertising Agency Pro- 


duction Association was a dance 
held on Friday at Bush House 
Restaurant, London. It was well 


supported by members and friends. 

The. committee invited as their 
guests all who had lectured to the 
Association during the year and 


others who had helped in the early 
days. oO 5 Eh ira 


Lytle registers 
new company 


A new company has been regis- 
tered under the name of C. J. Lytle 


(London and New York) Ltd. 
Nominal capital according to 
Jordans Register of New Com- 


panies. 

It is understood that no definite 
plans have been made for the com- 
pany. Lytle’s have a New York 
office whose main function is to 
liaise with WHartmans Inc., the 
American agency handling Lytle’s 
business in the States. 


YW A CAPITAL MEDIUM 


FOR YOUR ADVERTISING 


INVESTORS- 
CHRONICLE 


GEORGE BULLOCK 
ADVERTISEMENT MANAGER 


ll, GROCERS’ HALL COURT, E.C.2 


MON. 8833 
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Brilliant... 


Arresting... 
Durable... 
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Poster Artists, showcard designers, and other specialists 
will welcome these FLUORART Fluorescent Poster Colours 
which not only glow most attractively, but also offer a 
degree of brilliance that enables them to remain visually 
distinct from each other at six times the distance at which 
ordinary poster colours appear to merge and blur. Free- 
flowing, matt finish, waterproof. Wide range of fifteen 
colours packaged in glass pots : 1 fl. oz. 2/3d. ; 2 fl. oz. 3/9d. 


Free descriptive leaflet on request. 


FLUORESCENT 
POSTER COLOUR 


Sistmeowre . 
MINSOR & NEWTON LTD 


enouent 


ee ea co 4 44) 


% Perfect matching in reproduction is assured by the use of Fluorink Screen Colours 
manufactured by Photocolour Laboratories Ltd., Walham House, Fulham, S.W.6. 
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WINSOR & NEWTON INC,, 902 BROADWAY, NEW YORK 10 


WINSOR & NEWTON (PTY.) LTD., 605 WINGELLO HOUBE, SYDNEY, N.8.W : . “ 
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W “Remember? Mabel told us...’ 


T’s RIGHT! Of course she did. I'd forgotten 
the name”. 

“So had I until I saw it there. Then I remembered 
how Mabel raved about it. Oh! John, I simply must 
have one...” 

How sweet is user recommendation, but how 
fallible human memory! Day in, day out, all the year 
round, Point-of-Purchase Advertising reminds the 

prospect at the right time — and in the right place . . 
) makes the sale. 

It is not the whole of advertising but it is the 
sparking plug. And all too often it is not given 
sufficient attention in the initial stages of the budgeting 
and planning of an advertising campaign. 


We believe that properly planned Point-of-Purchase 
Advertising was never more vital to success than now. 
And we would like to help with yours. The number, 
by the way, is Euston 5351. Why not call us right away 
—it costs nothing to have a talk. 


LEON GOODMAN DISPLAYS ..... 


119-125 WHITFIELD STREET 


LONDON 


EUSTON 535! 
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INTRODUCES YOUR 
PRODUCTS TO THE 
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DISTORTED 
PICTURE? 


A RUMPUS IS BREWING 
BEHIND THE SCENES OVER 
THE POLL BEING CON- 
DUCTED BY THE ADVERTIS- 
ING ASSOCIATION TO TEST 
MEMBERS’ VIEWS ON COM- 
MERCIAL TELEVISION “AS 
ee FOR IN THE 
B B ad 


Leading members of the 
LLP.A. this week expressed in- 
dignation at what they described 
as “a phoney poll with the 
object o F reevengy a result that 
might influence public opinion 
in a dishonest way.” 

The main objection is to the 
framing of the question which, 
it is suggested, calls for an 
emotional response on a highly 
complicated subject. 

The feeling is that people not 
in agreement with some aspects 
of the Bill might answer “No 
and thus a distorted picture of 
the attitude of advertising to the 
principle of commercial TV 
could emerge. 

The fear of some advertisers 
and agents is that this would 
play into the hands of the critics 
of advertising who will exploit 
the TV controversy to attack the 
business as a whole. 


It has been s ted that 
some members of the Advertis- 
ing Association will refuse to 
answer the question. 

Leslie Room, director- 
of the Association, said had 
received no official complaints. 


SIR MILES POPS THE QUESTION: 
ARE YOU FOR COMMERCIAL TV ? 


Members of the Advertising Association have been asked 


visory committee, has sent them a letter stating 
that the committee “feels it desirable to have their opinion 
as to this new possible medium.” 

An attached form asks them to answer Yes, No, or 
Don’t Know, to this question: “Are you in favour of 
commercial television as provided for in the Television 


Bill?” 

Although are asked for to ensure authenticity, 
replies will be treated in strict confidence, and results, if 
published, will be given only in the form of totals or 
percentages. 


4 
| 
! 
| 


public 


What deputation told the PMG 


When representatives of the 
LLP.A. and LS.B.A. met the 
Postmaster-General on Friday 
they told him they welcomed the 
Bill in general. 

Clarification was sought on a 
number of points which will be 
cleared up either during to-day’s 
(Thursday) second reading or in 
the committee stages. 

It is understood assurances 
will be given that shopping guides 
and documentary films will be 
permitted, 

The Government was told that 
it is crucial to the advertising 
business that, especially at the 
outset, there should be a limita- 
tion on the number of pro- 
gramme companies. Otherwise 
the stake of any contractor might 
not be large enough to resist 
pressure for sponsorship. 


It is believed the Government 
has accepted this advice .and 
that this will be reflected when 
the LT.A. goes into action. 


Close attention has been paid 
by all interested parties to the 
point raised by the legal expert 
of ADVERTISER’s WEEKLY (March 
11) that the Bill did not debar 
advertising agents from owning 
shares (but not having control) or 
taking part in the operation of 
programme companies. 

Possible amendments were be- 
ing drafted this week. 


Drummond Armstrong, direc- 
tor of the LLP.A., points out 
that members of the Institute are 
not allowed to have any interest 
in a medium, But that would 
not affect agents who are not 
members. 


Bournemouth 
Conference 
prospects 


Plans are now being perfected 
for the 21st Conference of the 
Advertising Association to be 
held at Bournemouth, May 6-9. 

G. P. Simon, general manager, 
Daily Telegraph, and chairman 
of the Conference, in a special 


message to ADVERTISER'S 
WEEKLY, says: 
“The preliminary brochure 


giving the full programme of the 
conference is now available and 
will be in the hands of the dele- 
gates this week. 

“The names of the speakers 
are not included, but I expect to 
have some very interesting an- 
nouncements to make on_ this 
point in the near future. 


Heavy bookings 
“The booking of accommoda- 
tion is on so large a scale that 
I would advise everybody who 
wishes to go to make what 
reservations they can immedi- 


“ 
“My committee can, | think, 
promise that this, our 21st anni- 
versary, will be one of the most 
interesting gatherings of post-war 
years.” 


offers, 


WHITEHEAD 
INDUSTRIAL 
TRUST 
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Bournemouth Conference will get to grips 
with responsibilities 
of advertising 


When the Advertising Associa- 
tion Conference “comes of age” 
at Bournemouth—for this is the 
2ist to be held since the first 
gathering at Wembley in 1924— 
it will, appropriately, come to 
grips with the responsibilities of 
advertising in the changing condi- 
tions of post-war society. 

Three of the sessions will 
tackle the main issues confroni- 
ing advertising to-day: the pc si- 
tion of advertising in relation to 
modern politics; its position in 
Britain's economic life; and its 
impact on modern society. For 
a major industry to devote the 
reater part of its annual con- 
erence, not to discussing tech- 
nical or domestic matters, but to 
revaluing its responsibilities to 
the world in which it lives, is 
believed to be almost unique. 

But the Conference will be 
forward-looking as well as soul- 
searching. One session will survey 
some of the technical advances 
likely to become available to 
advertising men during the period 
of the next 21 conferences, and 
will try to estimate some of the 
ways in which they will be used. 
In view of the controversial 
nature of the subjects consider- 
able time has been allotted for 
questions and delegates’ views. 


The programme 


THURSDAY: Pre-Conference 
Golf “Get Together” at Meyrick 
Park Golf Course by courtesy of 
the Bournemouth Corporation 
open to all delegates interested 
n a day's golf), organiser, Harold 
Fish. Morning: Four-ball four- 
somes against bogey. Lunch: 
Conference delegates will enter- 
tain Bournemouth Golf Club. 
Afternoon: Special team, friendly 
match, 16 a side, 

The Conference opens in the 
evening when the ayor and 
Corporation of Bournemouth will 
receive all delegates at a civic 
reception at the Pavilion, 8.30 
p.m.-12 midnight. There will be 
dancing and a_ buffet. Golf 
prizes will be presented during 
the evening. 

FRIDAY: Morning: Opening 
session at Bournemouth Town 
Hall, 10 a.m.-12.30 p.m.; convener, 
lan Harvey, M.P. A discussion on 
advertising in relation to the 
political life of Britain. Promi- 
nent figures in politics and 
administration will speak. After- 
noon: Second session (Bourne- 
mouth Town Hall, 2.30-4.30 

.m.); convener, C. V. W. True- 

tt. “Advertising in Relation to 
the Modern Economy.” Speakers 
will include leading figures in 
industrial and economic fields. 
(During the afternoon there will 


be a coach trip, through the New 
Forest, for the ladies—organised 
and presented by Southern 
Newspapers Ltd.). Evening: Third 
session (6-7.30 p.m.) “Any 
Questions”; chairman, Donald 
ear agree ge Notabilities both 
inside and outside the ranks of 
advertising will answer yr awd 
a Midnight: Midnight 

Im premiére, presented by the 
J. Arthur Rank Organisation. 

SATURDAY : Morning : 
Fourth session (Town Hall, 10 
a.m.-12.30 p.m.), “The Social 
Impact of Advertising”; convener, 
J. L. Verrinder. ere will be 
prominent speakers from a 
variety of interests to discuss the 
relation of advertising to modern 
life and affairs, and the social 
responsibilities of those who 
undertake it. Afternoon: Fifth 
session (Town Hall, 2.30-4.30 
p.m.), “What of the Future?”; 
convener, Glanvill Benn. A 
symposium of technical develop- 
ments, existing and anticipated; 
and a survey of prospects. (Dur- 
ing the afternoon, lady delegates 
will be entertained to tea and 
fashion show.) Sixth session: 
“Pree for all”; chairman, G. P. 
Simon. Evening: 2ist Birthday 
Buffet Dance. 

SUNDAY: Conference officers 
and delegates will join in a 
special church service. 

The Conference 
Sunday noon. 

The Conference office and 
reception bureau will be at the 
Conference headquarters, the 
Royal Bath Hotel. There will 
also be a delegates’ inquiry bureau 
at the Town Hall. A Conference 
Club will be open for delegates 
and their guests in the Prince 
Charles suite, Royal Bath Hotel. 


closes at 


’ . 
Mayor s greeting 
The Mayor of Bournemouth, 
Councillor H. P. E. Mears, 
writes: 
I am grateful to the Editor of 


ADVERTISER'S WEEKLY for 
this opportunity of assuring 
the delegates of the Advertis- 
ing Association that they will 
indeed be very welcome 
when they visit Bournemouth 
for their Conference in May. 
I know that they will find here 
all the amenities contributing 
to an extremely pleasant 
holiday, and it is our hope 
that the demands of Confer- 
ence business will not deny 
the delegates and their ladies 
time to enjoy them. 
The Council are very glad that 
the Association is coming, 
and no effort on their part 
will be spared to ensure the 
complete success of the 
Conference. 
personally look forward to 
welcoming them and to 


meeting the delegates and 
their ladies on May 6 at 
the civic reception. 


ger 
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The Town Hall, Bournemouth, where the business sessions of the 
Conference will be held. 


Record audience 
for Luxembourg 


In February, Radio Luxem- 
bourg reached a daily average 
English listenership of 7,450,000, 
the highest figure ever recorded 
for its English transmissions. 

This is claimed in the fifth 
report on the Radio Luxembourg 
Audience, prepared for Radio 
Luxembourg Advertising Ltd. by 
Social Surveys Ltd. 

The most ye programme 
among British adults was again 
“Take Your Pick” (Beecham’s) 
which increased its November 
rating to a February figure of 
6,250,000. Most popular child- 
ren’s programme was again “Dan 
Dare” (Horlick’s), whose Febru- 
ary audience rose to 1,000,000. 

The British seven-day figure 
(17,300,000) and the Sunda 
pet (11,100,000) were bo 
records. The lowest day was 
Saturday, with an average of 


More than 1,000,000 adults in 
the 32 counties of Ireland listen 
to Radio Luxembourg every 
evening, the Survey shows. This 
is a larger evening audience than 
that of either Radio Eireann or 
the B.B.C. 

As compared with November 
1953, when the previous Survey 
was issued, the B.B.C. Home 
Service is down by 3.4 per cent, 
the Light Programme is up by 


the curtain. . 
The Winter Thomas Com- 


4 Arrangements for the first 


} film were initiated by io ‘ 


Winter Thomas is supervising 
{ the creative work. 
The commercials will be 


weekly group 


Ruislip Press Ltd., publishers 
of six London suburban weeklies, 
have installed a —_y- ¢* 
autoengraver, the first sold and 
on production in this country. 

It is — that the Klischo- 
graph will do all the halftone 
work of the six ee ey and 
the jobbing side of the plant, and 
also be able to cater for outside 
orders, for which inquiries have 
already been received from non- 
competing local newspapers. 
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Tit-Bits tops 
the million 


Stuart Mander, advertisement 
director, George Newnes Lid., 
announces that the weekly sale 
of “Tit-Bits” is now in excess 
of 1,000,000 copies. 

“Tit-Bits” sales record over the 


1953 the average net sales 
figure rose to 902,586. Sales 
continue to rise and are now 
over 1,000,000. 

With the upward sales trend the 
demand for advertisement 
space in “Tit-Bits” is also 
increasing. 

From the issue dated June 5 the 
rate will be increased from 
£260 per page to £320 a 
which is less than 6s, a 
page a thousand. 


SWITCHING TO 
A CUSTOMERS’ 
MARKET 


In anticipation of a switch to a 
“customers’ market” in food, the 
Hussmann British Refrigeration 
Company has held a series of 
talks attended by both manage- 
ment and sales force and by their 
advertising agents, Grant Adver- 
tising Ltd. 

To help shopkeepers prepare 
for the merchandising battle 
ahead, and to promote the com- 
pany’s range of refrigerated- 
display cabinets, it was decided to 
extend the company’s profit 
planning service to cover all 
aspects of self-service conversion 
and related-item _ selling. A 
special department will be created 
to deal with self-service con- 
versions. 

The scheme will be promoted 
by advertising in the food trade 
press, and by editorial exploita- 
tion of Hussmann __ British 
installations. 
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Six on short list of agents for 
fresh fruit sales drive 


Diamond jubilee 


‘ >] 
of ‘Home Notes 

To-day’s (Thursday's) issue of 
Home Notes is a special birthday 
number to mark the paper's 
diamond jubilee. 

The issue has 76 » 27 of 
which contain advertisers’ an- 
nouncements. A special promo- 
tion folder has been prepared for 
the occasion and has _ been 
despatched to advertisers and 
agents throughout the country by 
Stuart Mander with a copy of the 
60th birthday number. 

During these 60 years Home 
Notes has carried the announce- 
ments of many names famous in 
the history of advertising. Prac- 
tically complete continuity exists 
for such big advertisers as 
Cadbury's, Chivers jellies, Brown 
& Polsons, Robinson's patent 
Barley, Rimmels and Cuticura 
soap throughout the 60 years. 


en 


In the diamond jubilee number of 
“Home Notes’’ Cadbury's reproduce 
their 1894 advertisement. 


NEWSPRINT: SELF-RESTRAINT PLAN 


Sir Eric Bowater has appealed 
for the ending of newsprint 
rationing. 

At the annual meeting of the 
Bowater Paper Corporation, of 
which he is chairman, he urged 
that the Government should 
make available the “relatively 
small” amount of dollars neces- 
sary. 

It was an anomaly, he said, 
that newsprint should be the onl 
kind of paper or board still 
subject to control, and then only 
if used by newspaper publishers 
—other consumers of newsprint 
being able to consume as much 
newsprint as they could obtain. 
Newsprint was now one of the 
only two commodities subject to 
control—the other being jute, 
which, he understood, might 
shortly be released. 

Assuming that control of news- 


print might shortly be lifted, he 
recommended that during the 
period immediately following, 
there should be a scheme impos- 
ing self-restraint in overall con- 
sumption and ensuring equitable 
distribution among all consumers. 
“Such a scheme might well 
now be worked out in anticipa- 
tion of, I hope, the early demise 
of the Government department 
concerned,” he added. 


‘No difficulty ’ 

An official of the Canadian 
Newsprint Association said that 
as Canadian production of news- 
print had been expanding at the 
rate of about 200,000 tons 
annualiy ever since the war, there 
would appear to be no difficulty 
in supplying Britain with more 
newsprint if controls were lifted 
by the British Government. 


CAMPAIGN IS 
AGREED IN 
PRINCIPLE 


Amounts ranging between 
£100,000 and £250,000 have 
been suggested for a starting 
figure for the fresh fruit 
campaign now being con- 
sidered by the National 
Federation of Fruit and Potato 
Trades Ltd. 

The Federation comprises 5,000 
wholesalers and is cked by 
about 95 per cent of the growers 
—represented by the horticultural 
section of the National Farmers’ 
Union. There are 83 affiliated 
associations and it is some of 
these which, for months past, 
have been pressing the Federation 
to embark on a national adver- 
tising scheme. 

It is not yet known what sup- 
port the Federation has among 
growers and retailers, but some 
members are advocating that the 
campaign should be pursued even 
without the support of these 
sections of the trade. Several 
thousand unds have already 
been rai in an inaugural fund 
by the wholesalers and importing 
interests. 


25 agencies interested 

As the campaign has so far 
been agreed in principle only, no 
decision has yet been taken on 
the agents to handle it. 

John E. Constantine, the 
Federation's publicity officer, 
says he has been approached by 
25 agencies, and from them a 
short list of six has been pro- 
duced. 

There have been three methods 
suggested of raising the money: 

1. A halfpenny in each £1 of 

turnover. 


2. Levy of id. per package. 

3. A fair oe for all firms 

on a yearly trade basis. 

At a recent meeting in London, 
A. E. Smart, president of the 
Federation, said that ever-increas- 
ing sums were being spent on 
advertising rival commodities, Lut 
the fresh fruit and vegetable 
industry was not doing nearly 
enough. 

A comprehensive campaign 
would have to run for a 
minimum of three to five years, 
and it would have to be paid for 
on a voluntary basis. 

There is widespread concern 
about the decline in fruit sales 
in recent years, Consumption 
dropped from 78.5 |b. a head in 
1939 to 69.3 Ib. in 1951 and 
64.7 Ib. in 1952. It is believed 
to have dropped still further 
since then. 


Sandwich boards in 
the Sudan, or addi- 
tives at the oasis. 
Shell petrol, with the 
new additive 1.C.A., 
was introduced in 
the Sudan recenily. 
Used in the cam- 
paign in Khartoum 
were these three 
sandwich-board men. 
hey were the first 
ever seen in the cit 
and caused muc 
excitement, 


False descriptions 


are alleged 


Many fully documented 
cases of false and misleading 
descriptions of textiles and 
other goods would soon be 
iven to the Board of Trade 
or attention in the hope that 
prosecutions would be under- 
taken under the new Mer- 
chandise Marks Act, Roger 


Trading - Standards 
chester last week. 


about four under the new Act 
since last August, but none 
under the new section dealing 
with misleading descriptions 
which came into operation on 
February 1. 


STANDARDS OF INTEGRITY 


Mr. Diplock observed: 
“The questions we receive as 
to what is or is not honest 
under the new Act are funda- 
mental to ordinary integrity 
and it is depressing to find 
that there is a general lower- 
ing of the standard of 
integrity in the consumer 
industry.” 

So far as actual malprac- 
tiees were concerned these 
were now under control and 
practically all the various 
trade organisations were co- 
> gga with the Associa- 
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Club launch ‘advertising London’ contest 


WINNING SCHEME MAY BE ADOPTED 
The Publicity Club of London is to sponsor a new annual 


advertising 


Prize 


will be the Crawford Cup, 


Williams Croefoed fee cone mnay years age by the Inte Sir 


William Crawford for a 


competition to promote “the 


betterment 
of advertising.” The winner will receive a cash award of £10. 


Neweastle 
Lord Westwood is 


new president 


At the annual general meeting of 
the Publicity Club of Newcastle- 
upon-Tyne and district, the Rt. Hon. 
Lord Westwood was elected presi- 
dent in succession to Lorne C. Rob- 
son, who has resigned on his retire- 
ment from active business. 

Lord Westwond was warmly wel- 
comed not as a prominent 
figure in North’ ‘ast affairs, but as a 
former member of the club. 
Tributes were also paid to the in- 


Club News 


valuable —_— y ag lg the 
retiring president many 
years 1 which he was associated 
with the club. 

The Lord Mayor of pewpnatie- 
upon-Tyne, the Hon. Denis 
Berry, Sir Angus Watson, tobe 
Newcomb, Mr. Robson and J. 
Metcalf Philipson were elected vice- 


: chairman, 
2. Edith E. Gott; vice-chairman, 

M. McArdle; ‘secretary, Miss 
& N. Lever; and treasurer, J. J. 
Nesbit. 

A. Cormie, R. W. Goodfellow, 
T. Gray, D. Kirsop, J. Philipson, 
W. Pickering and D, Woodroff were 
elected additional members of the 
executive council. 


Competitors must submit ideas, 
either as simple items or as a de- 
tailed n of a campaign, on a sub- 
ject which will be changed —, 
- ory belle thoaxe always Fe some 


ae 

Subject for this year’s com 
tion, which closes on May 15, en 
be “Advertising London 'Lon- 
doners.” 


The Club describes the contest 
as “a challenge to all creative minds 
in advertising, especially to those 
whose imagination is so seldom 
given a free rein in business.” 

Entries should not be in the form 
of essays or schedules of media, but 
should be plans showing adv 
at work, doing a specific job ot 
public service. 

Entries will be judged on the 
effectiveness of the ideas submitted 
and on their practicability. 

The winning entry will be sent to 
the Lord Mayor of London, who is 
president of the London Club, and 
the plan, or part of it, ~~ 
— by appropriate bodies. 

contest will not be restricted 
to Londoners, as the club council 
feel that the subject of the competi- 
tion was too important. 

Another feature is that the com- 
gouges is not restricted to in- 
dividuals, as small groups of two 
to four people may submit a “team” 
entry. 

Entries for the contest must be 
addressed to: — 

The chairman, cups and competi- 
tions comemtiee, Publicity Club of 
wares 19 Charing Cross Road, 


Glasgow which F. Murray Milne, 
addressed. Standing (left to right): 
J. Firth and secretary D. Wilkie. 
D. C. Gourlay, Mr. Milne 


Group taken before the luncheon meeting of the nine ag A Club of 


ae rely London . man, 


Grant, honorary vice-president 


Seated (1. to r.) N. Morris, club president 
, and vice-president 


mJ. E. Hastings. 


‘Stunts’ will aid competition 


da successful stunt is only part 
a planned publicity A, ign, 
Rares Milne, vice- 
the London Publicit ub, A 
Publicity Club luncheon in Glas. 
gow. Mr, iine has a as 
ublic relations officer for several 
large ~ a firms and trade 


off Ne wr 

ow J “stunt” was 
fortunate one, said Mr. Milne. “it 
implied standing on one’s 
and ideas that stunts were unseemly 
and bla be banished. 


With the return to competitive 
selling, the stunt would come to the 
fore a lot more in the future, and 
there was undoubtedly a place for 


well-planned promotional effort in 
the general sales campaign. 

As a Glasw who worked in 
London, Mr. Milne considered that 
Glasgow's good points should be 
publicised more, and 
about her seam 


heard about E 
but not nearly 
lasgow. 


less heard 

fnburg in’ London 
in 

pe enough about 


Wallace Diggle (left), winner of the 


Dutson Cup, a competition held 
the ublic-speaking section of 
Publicity Club q Leeds, re- 

om Robert 


ceives his trophy 
Williamson, the club __ president. 
Chairman C. Roderick Gallant 


(centre) looks on. 
“Yorkshire Evening News” 


Im brief... . 


The Publicity Club of Leeds saw 
a Cunard Co. film of a journey in 
the “Queen Elizabeth,” with a com- 
by Alistair Cook . 
Campbell outlined his ex- 
rience as a competitor in the 1954 
onte Carlo Rally to the Aberdeen 
club . Southampton Publicity 
Club heard Norman Groome, of 
Erwoods Ltd., explain how advertis- 
ing brings prices down . . . The 
history of the Publicity Club of 
London, of which he is a_ vice- 
president, was told to the Liver- 

Publicity Association by E. E. 
reston . . . The annual general 
meeting of the Regent Advertising 

Club will be held on April 28 . 
One of the judges in the northern 
area contest in the A.A. public speak- 
ing competition next Wednesday, be- 
Sheff Leeds 


photo 


we 


tween home team eld, 
and Bradford, will be Ald. J. H. 
Bingham, Lord Mayor-elect g 


Sheffield .. . “Window agers 
was the subject of a talk by oon 
Pryer to the Advertising Club of 
Oxford. 


Imber Cup contest 


The Regent Advertising Club and 
the Publicity Club of London will 
hold their annual public s r 


competition for the Imber - h- 

Tuesday, April 6, at the hall of 

the National Cash Register Co. 

Judges will be the arquis of 
negall, Sir Patrick Hannon 

L. E. Room, 


Present holders of the cup are 
the London Club. 


Club, traders 
will ‘vet’ all 
ad schemes 


an F. Buchanan, chairman of 
Darks and Bucks ‘ks Publicity Club, 


who represented Granthams of 
Reading Ltd. at the meeting. 
Mr. hanan said: “At the last 


clubs’ conference at Harrogate the 


affiliation of the advertising clubs 
with the local Chambers of Com- 
merce was discussed. In this way, 


doubtful schemes could be referred 
to the vigilance committee of the 
advertising club; a full record of 
firm concerned could then be 
obtained from headquarters in 
London and the information sent 
back to the locality concerned.” 
A resolution agreeing that the 
Chamber should appoint an adver- 
tising committee was and 
the question of mutua affiliations 
between the Chamber and Berks 
and Bucks Publicity Club was 
referred to the finance and general 
pur committee. 
new committee suggested 
comprises Howard Bull Ltd., A. H. 
Grantham and Co., Ltd., Presser- 
vices Ltd., Reading Newspaper Co., 


Ltd., Readin Standard and G. 
Simonds See Embrook 
Ltd., Mr. E Rickards, 
Cc. age and the Vinerks and 
Bucks Publicity Club, with the 
president and chairman of the 


council ex-officio. 


Public speaking final 


Southern area final of the A.A. 
national public speaking contest 
will be held at the Waldorf Hotel, 
London, on Monday evening, be- 
tween the Regent Advertising Club 
and the Pub ay Club of Berks 


and Bucks contest will start 
at 6.30 p.m. “ a will be J. B. 
Nicholas, J. E. Hughes, a_ retired 


professional man, and T. Faffam, 
of the Industrial Welfare Society. 


} Friday, March 26 
Pusticrry Ciusn oF 
ROROUGH. M. R. England on 
4 “Changing national habits and their 
{ influence on trade." Arcade Rooms, 
, Cumbergate. 7.30 p.m. 

Pusticrry Cius or GLascow 
luncheon. James F. 1 on 
“Attending the police cou 

Pusuictry Cus or Lowes Gala. 
Grosvenor House. 
} Monday, March 29 

ADVERTISING CLUB OF OXFORD. 
Exhibition showing part played by 
advertising in the commercial 
development of Oxford. Town Hall 
(and Tuesday). 


PETer- 


R Apvertisma)=—s_« CLs. 
R. A. Paget-Cooke on “Public 
Relations.” 6.30 p.m. 


AD VERTISING DIAR Y 


nual mecting, “4 Belgrave Square. 
Dinner and dance. Dorchester 


Hotel. 
Wednesday, March 31 
ADVERTISING «CLUB OF Oxproap. 
Mrs. Mary Gowing on 
films." City Restaurant. 6.30 p.m. 
» Apri 1 


INCORPORATED ADVERTISING MAN- 


AGERS' Association (Midlands 
Branch). Visit to Austin Motor 
Works. 10.15 a.m. 

Pu Cus or Lezps. 


reproduction 
Hotel. " 
Friday, April 2 
Pustictry Cius or THe Cors- 
woups. Buffet Queen's 
Hotel, Chehenham. 
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IRISH CONFERENCE THEME 


How advertising benefits 
the consumer 


Four full business sessions are to be held during the 
Second Irish Advertising Conference which is to take place 
in Galway from Friday, May 21, to Monday, May 24. 


Theme of the Conference will 
be “Advertising Benefits Con- 
sumers” and the titles given to 
the sessions are: 

Advertising Lowers the Cost of 
Living: Speakers, W. H. > 
Lever Brothers (Ireland) Ltd., 
F. W. Brownlee, managing 
director, Brownlee Bros. Ltd.; 
chairman, David P. Luke, chair- 
man, Publicity Club of Ireland. 

Advertising Protects the Con- 
sumer: Speakers, James Mans- 
field, general secretary, Retail 
Grocers, Dairymen and Allied 
Traders’ Association, L. V. 
Whitehead, chairman, Incor- 
porated Sales Managers’ Associa- 
tion (Irish Branch); chairman, 
Horace C. Denham, chairman, 
Advertising-Press Club. 

Advertising Serves the Com- 
munity: Speakers, Erskine H. 
Childers, John W. Tate, managing 
director, Arks Ltd.; chairman, 
F. W. Padbury, chairman, Irish 
Association of Advertising 
Agencies. 

Open Forum: Chairman, Denis 
J. Garvey, Conference president. 

Each session will provide 
sufficient time for discussion. 


Conference officers 


Denis J. Garvey (Janus Ltd.) 
has been named Conference 
president, with the following 
officers and committee: W. G. 
King (Independent tetany < 
Ltd.), organising secretary; Albert 
Price (W. D. & H. O. Wills Ltd.), 
rogramme secretary; A. R. 

omas (Radio Review), 
treasurer; David P. Luke (Jrish 
Press), publicity and press rela- 
tions; T. Milner (Esso Petroleum 
Co. Ireland Ltd.), transport 
and accommodation; J. Briggs 
Irish Times), G. Clark (Mont- 
ord Publications), A. J. Gairn 
(David Allen & Sons, Ltd.), 


G. Gamlin (McConnell’s Adver- 
tising Service Ltd.), J. Hickey 
Comnachs Tribune), W. Mahon 

ith (The Standard), B. D. 
O’Kennedy (O’Kennedy-Brindley 
Ltd.) and Mrs. N. O'Reilly 
(Connacht Tribune). 

Conference headquarters will 
be at the Great Southern Hotel, 
Galway. The registration fee for 

delegates has 

? haha ey been fixed 
; at £2 23s; 
with first 
class trans- 

to and 
rom Gal- 
way, £2 2s.; 
= an Aone 
me )6umodation 

+ for three 
a nights (bed 

and break- 

fast), £3 3s. 

. error 

wi eave 

D. J. Garvey Dublin at 

8.40 a.m. on Friday, May 21, and 
arrive back on Monday night. 

The | of Galway, Alder- 
man Joseph Owens, is formally to 
open the Conference before the 
first business session. 

Social events scheduled include 
a reception and dance as the 
guests of the /rish Press, a lunch 

msored by Radio Review, a 
Condocense inner, sponsored by 
Independent Newspapers Lid. 
tour of Connemara as guests of 
the Connacht Tribune with lunch 
at Renvyle (sponsored by the 
Irish Tatler and Sketch) and tea 
at Ashford Castle, Cong iL .- 
sored by The Standard), the 
lunch at the closing of the Con- 
ference sponsored by the Irish 
Times. 

Women's Life will be hosts 
to the ladies attending the 
Conference at a fashion parade. 


University interest in Oxford’s 
advertising exhibition 


Both civic and university 
interest have been aroused by the 
exhibition to be staged next week 

the Advertising Club of 
Oxford, under the title of “Ad- 
vertising in the Commercial 
Development of Oxford.” 

The exhibition will be 
at 2.30 p.m. on Monday by the 
Mayor of Oxford, Cllr. A. B. 
Brown, who is also the Bursar 
of Worcester College. _ 

The exhibition is designed to 
show how advertising serves in 
many different activities of life. 

The programme points out that 
the exhibition is entirely the 
work of the club and its mem- 


bers, who now rumber over 150 
and represent the city’s crafts, 
trades and commercial activities. 
Virtually no outside help has 
been sought in the preparation 
of the exhibits or the presentation 
of the underlying theme. 

In addition to displaying mem- 
bers’ work in eight categories, 
special displays enumerate the 
industries in Oxford which are 
most directly served by adver- 
tising, and the work of the 
Oxford Publicity Board in 
attracting overseas tourists, 

= large — the 
publicity activities of a variety 
of main industries. 


An_ exhibition tellin 
club—present F .A. 
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the story of the West Bromwich Albion football 
up favourites and First Division league leaders—was 
opened at the West Bromwich branch offices o 
and Despatch Lid. by the chairman of the club, Major H. 


the Birmingham Gazette 
Wilson Keys. 


Picture taken at the opening shows (|. to r.) Major Keys, Ald. J. D. 


Davies, Mayor of West Bromwich, W 
Charles Fenby, director and editor-in-chie 


. B. Morrell, managing 


director, and 
of the Birmingham Gazette 


and Despatch Lid. 


Hulton throws new light on 
readership analysis 


Announced as an important 
development in advertising re- 
search, the purpose, scope, and 
function of the Hulton Schedule 
Assessment Service are explained 
in a new indexed volume pro- 
duced by Hulton Research and 
sent to advertising agents. 


The book lists eight different 
types of readership analysis and 
gives examples from actual opera- 
tions carried out for advertisers 
and agents by the Service and 

on the 1953 Hulton 
Readership Survey figures. 

In the “Simple Readership” 
category, the first figures are 
concerned with single publication 
readership and with gross reader- 
ship. The third is net readership, 
ie., the total number of people 
who read one or more of a given 
set of publications. Whereas 
gross readership shows the actual 
number of times the listed pub- 
lications are seen (the “o 
tunity to see”), the net ure 
shows the actual num of 
people seeing them. 


Permutation 


Progressive net ae oe 
the net readership as additional 
publications are added in a given 
order, Progressive net readership 
(permutated) is a series of pro- 
gressive net readership tables, 
using the same publications in 
each table, but varying the order 
in which they are progressed. 

As with many of the other 
tables there is a breakdown into 
income classes. Taking the “AB” 
class of readers as an example: 
Woman's Own readership in this 
class is given as 590,000; if 
Woman is added the AB reader- 
ship goes up to 910,000; and if 
Woman's Weekly is added to 
these two, it goes up to 1,030,000. 
Changing the order, the progress 
is: Woman's Weekly, 290,000; 
plus Woman's Own, 750,000; = 
Woman also, 1,030,000. he 
third permutation gives: Woman, 
650,000; plus Woman's Weekly, 


840,000; plus Woman's Own also, 
1,030,000 AB readers. 

In the “Duplicated Readership” 
category, simple duplication 
figures show that 3,990,000 people 
read both the Daily Mirror and 
Reveille; 6,220,000 read the Daily 
Mirror but not Reveille; and 
5,070,000 read Reveille but not 
the Daily Mirror. 

The simple duplication (per- 
—a figures choose Picture 
Post, Illustrated and John Bull 
as their examples, showing the 
readership of each of these with 
and without either of the other 
two, The one-on-a-group dupli- 
cation figures give simple duplica- 
tion between a single publication 
(the examples being Picture Post, 
or Illustrated, or John Bull, or 
Everybody's) and the net reader- 
ship of a stated group of publi- 
cations (e.g., the national dailies 
or the national Sundays). 

The last category in the book 
lists some of the other reade 
figures that can be analysed, 
as special population groups or 
various characteristics. 

In a letter which has been sent 
with the book to agents, R. H. 
Norris, research manager, sa 
that the book's aim is two-fold: 
to give advertising people who 
have not used it a greater 
knowledge of the Service; and to 
enable media planners to make 
the best use of the large amount 
of information acquired for the 
Hulton Readership Survey. 


. * 
Florida will 
advertise here 
Florida citrus products are to 
be advertised in this country 
through the London office of the 
J. Walter Thompson Co., Ltd. 
Details of the campaign are not 

yet known. 

The decision to run publicity in 
this country follows the plac 
of an order by the —— 4 
Food for £24 million wo 


of 
oranges and f and canned 
grapefruit from the United States. 
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New Vactric 


sales manager 


Roy H. Lancaster has been 
appointed sales manager of Vactric 
Formerly sales manager of 

Nash Kelvinator Ltd., Mr. 
caster will also be in charge of the 
company’s advertising and sales pro- 
motion for the United Kingdom. 
He is a member of the Incorporated 

Sales Managers’ Association. 

- + * 

B. W. ame, who was previously 
with 8. C, Peacock Ltd, and Hedley 
Byrne & Co., Ltd., has now joined 
the advertising department The 
Nestlé Co., Lid. 

. . * 

Norman H. Gardner, a director 
of Sheffields Lid., Birmingham, has 
been appointed "deputy chairman. 
He is also on the board of Walter 
Hill & Company, Litd., and several 
other poster advertising companies, 
and is a council member of the 
British Poster Advertising Associa- 
tion and of the Advertising Asso- 
ciation, 

7 * 

Kyrle who has been 
with the British Export Gazette 
since 1939, save for a five-year spell 
of war service, has joined the Clark 
Matthew (Commonwealth Develop- 
ment) Organisation as manager, ex- 
port research division. 


* _ 7 
Stanley Straker, chairman of 
Straker Brothers Ltd., printers in 


the City of London since 1825, is 
retiring from active business on 
March 31, at the age of 80, after 
64 years in the printing industry. 
He will continue to act as chair- 
man. F,. G. the manager 
of Straker’s Stock Exchange pub- 
lishing department, also retires on 
the same date after 54 years with 


the company. 
. * + 
Michael Alipress has been 


appointed sales executive of Solo- 
signs Lid. and Dominant Sites Ltd. 
= leaving the Army in 1947 he 

nt some months with General 

TGvertising Co. before joining the 
sales department of Cyclax of 
London, the cosmetics house. Since 
1950 he has been with the market- 
ing organisation of Horlicks Ltd. 

* * * 

S. H. Vincent, managing director 
of Dudley Turner and Vincent Ltd., 
who was seriously injured recently 
in a motoring accident on an icy 
road, is reported to be makin 
good progress but will be out o 
action for several months. Both 
his legs were broken and he also 
received a chest injury. 

o * 

Nora 8S. Heald, editor of The 
Lady for the past 24 years, has 
retired. She is succeeded by 
M Whitford. 


after joining magazine as 
assistant editor in 1948. 
7 * . 


Peter Cockburn-Thorpe 
signed from his position of adver- 
tisement director in Europe for 
Newsweek, 
on * 7 
Cathay Ltd., a Far Eastern ad- 
vertising agency, recently set up a 
new branch in Singapore. 
new office is being managed by 
A. 3. Liadsay, who has had many 
cf advertising experience in 


7 * * 

Saili for South America on 
April 10 to set up a news and 
features service for English-language 
Newspapers and pe, is Roy 
Savi who for neat five Vg ~ 

n assistant editor 
e and Motor Agent. Ne p 
on, 8 / licity service 
for British prod 
* “4 7 

C. Arthur Phoenix, former trades 

blications editor of Canadian 
ngineering Publications, Toronto, 
and script writer for Frontier Films, 
Montreal, has been a inted an 
editor with National Trade Press 
in this country. 

a * * 


S. Roberts, deputy general sales 


manager, Hoover Ltd., and direc- 
tor, oover (Washin Machines) 
Ltd., has completed 25 years’ ser- 
vice with his company, and been 
made a member its “Quarter 
Century Club.” 

* 7 * 


H. Maurice Lancaster has been 
appointed general manager of 
arper's Bazaar magazine, as from 


April 5. He has been with Time- 
Life International for nearly 18 
years. 


R. H. Lancaster 


M. Allpress 


Marcu 25, 


1954 


H. M. Lancaster 


Pat Jameson has joined the press 
and public selatlans division of 
Napper, Stinton, Woolley Ltd. as 
a junior account executive from 
the Northampton Chronicle and 
Echo. She will work on several 
women’s accounts with Cynthia 
Figg, now back at her desk after 
an operation and several weeks’ 
convalescence. 

Y * * 

Guu Lindsey, chairman of 
Acme Showcard and Sign Co., Ltd., 
has been selected to play for the 
English Bowling Association. 

* . * 

Brian C. Greggains, who has been 
a public relations executive with 
London Press Exchange Ltd. for the 
past three years, has resigned to go 


to Canada. He sails on Sunday, 
April 4. 
vy “Mainly Personal,” page 
. * * 


Ronald T, Moody has joined the 
London production staff of Murray- 
Watson Ltd. He was formerly 
with the production “my 7° ar of 


John Haddon & Co., Ltd, and, 
more recently, with Young & 
Rubicam Ltd. 

* * - 


Frank Middleton, formerly with 
the Continental Daily Mall, has 
joined Hulton Press as an adver- 
= representative on House- 

e€. 


- * 
Frank N Eu manager 
of Vision and Visao, the Latin 


American newsmagazines, has flown 
to Mexico. 


Picture 
birth 
Kemy ‘Gorton and Gorh Lid 
of Gordon ote 
National A azine Co., Lid., and 3 


ag ay s circulation 
Kay Thomas, 


o 2 party a ihe Dorchasser last week to celebrate the fourth 
of “Vanity Fair” gt Publications News and Notes, page 630) 


manager, C. A. 
director of the 


. H. Brebner, chief publicity and public 


relations officer of the British T ransport Commission. 


Obituaries 


A. Tremayne 


Tremayne, editor, Horo- 
lope "Journal, Goldsmiths’ Journal 
7 G oe a and Industrial 

amo eview ming 
director of the NAG : fom bee 
died at the age of 74. 

a entering the jewelry industry 

ning experience in many 

ed S, he studied advertising and 
began to specialise in publicity for 
the jewelry and allied trades. In 
1914 - was elected to the Council 
of Incor pores Society of 
Advertisement nsultants, of a 
he became honorary treasurer 
1916 and ae resident om 1 1917 
to 1920. In 1935 he suggested the 
jubilee mark for silver which the 
silver trade agreed to use to com- 
memorate the Silver — ne King 
George V and Queen M 


C. Splatt 


Charles Splatt who was for many 
years advertisement manager of 
the Western Times Co., Ltd., has 
died is his Exeter home, aged 79. 
He had been living in retirement 
since 1937. 


R. L. Haynes 


The death has occurred, at the 
ce of 3%, of R. L. Haynes, for 
ut two years in the publicity 
departs of R. & A. Main Ltd., 
manufacturers of gas appliances. 
He was engaged on editorial pub- 
licity, exhibitions and displays. 


G. Machray 


_ Goreen Secon, was was in the 
London the Liverpool 
Daily Post for 34 years, has died 
ed 63. He was deputy London 
itor for a number of years and 
an ex-chairman of the Newspaper 
Conference. 


E. Burchell 


Eric Burchell, a representative for 

a number process ehgraying 

. died on Sunday. © was 

SO. The firms he represented in- 

cluded Swan Electric Ltd., United 

Processes Ltd. and the West End 
Engraving Co., Ltd. 
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ADVERTISER'S WEEKLY 


The most valuable 


MILLION 
amongst national daily 


newspaper circulations 


for the advertising of 


FASHION 
Che Daily Telegraph 


THE PAPER PEOPLE TRUST 


NET SALES FOR FEB. 1954, 1,037,120 Copies Daily 
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7 A YOUR GROCER for 
FOSTER CLARK'S 


Int CLOWN & VOUCHER pany 


A man distributing free cash vouchers travels with this Foster Clark 
“circus on wheels.” 


Publicity ‘circus’ 
for Foster Clark 


A little “circus on wheels” is 
being used by Foster Clark & 
Co., Litd., as a publicity medium 
together with a free cash voucher 
scheme and local press advertis- 


g. 

The “circus” features a revolv- 
ing ring in which a model baby 
seal balances a huge canister of 
custard. The ring is constructed 
of colourful printed tins and 
vegetables, and the - top” is 
supported by pillars of custard 
packages. A little clown an- 
nounces “It's good if it's Foster 
Clark's”"—the theme of 
campaign. 

Travelling with the circus is a 
voucher man who distributes 
vouchers to housewives who 
have Foster Clark products in 
their shopping baskets or in their 


homes. The vouchers can be ex- 
changed for 5s. worth of 
groceries (not necessarily Foster 
Clark's). 


London Press Exchange are 
Foster Clark's advertising agents. 


EAST ANGLIAN 
EXHIBITION 


Patra’s travelling exhibition is 
to visit East Anglia. 

The exhibition will be held at 
the Stuart Hall, Norwich, on 
March 30, and at the Great 
White Horse Hotel, Ipswich, on 
April 1. 

Following the opening there 
will be a conference titled 
“Research and the Printer,” and 
in the evening a Brains Trust. 


Move to larger 


premises 


Master Art Service, formed as a 
partnership between E. W. Sellar 
and S. R. Cutts in June last, has 
acquired more artists, and has 
moved to larger pees at 
12 Orange Street, W.C.2. E. W. 
Sellar & Co., Ltd., have also taken 
additional accommodation at 
12 Orange Street. Their Maiden 
Lane premises are now being used 
solely for studio purposes. 


Newspaper design 
judges named 


The administrative committee 
of the Annual Award for News- 
paper Design has appointed the 
three judges for the 1954 contest 
for the best designed newspapers 
of the year. 

They will be: Brooke Crutch- 
ley, niversity Printer, Cam- 
bridge; J. M. Richards, member 
of the editorial boards of The 
Architectural Review and The 
Architects’ Journal and a B.B.C. 
critic; and W. Turner Berry, 
librarian of the St. Bri 
Institute. The contest is bein 
organised by Printing World, an 
the awards will be presented by 
Linotype & Machinery Ltd. 


3d classifieds for 


the children’s club 


(CHEAP-RATE classified advertisements for boys and girls 

under 15 have been introduced by the Wolverhampton 
Chronicle as an experiment to encourage them, and their 
parents, in the use of the classified columns. 


The advertisements are called 
“3d. smalls for small girls and 
boys” because the price for a 
maximum of 24 words is 3d. The 
proceeds go to a children’s home. 

Children are encouraged to 
advertise their toys for sale in 
this way, under certain condi- 
tions; the goods must not be 
valued at more than £1; the 
advertisements must be signed by 
the —_ + they must be written 
out by the children, so that their 
style, spelling, and punctuation 
can be reproduced; and the price 
of the goods and the Christian 
name, surname, and age of the 
advertiser must be stated. 

The Wolverhampton Chron- 
icle’s advertisement manager is 
L. J. Stallard, who is chairman 
of the West Midland Newspaper 
Advertisement Executives’ Asso- 
ciation. 

Typical advertisements that 
have already appeared are: 
“Wanted, room Sweet to suit 
small dolls house.” “ Stamps 
Victorian for sale or would ex- 
change for saddlebag or ground 
sheet.” “White Rabbit Doe for 
sale, 4s.” 

The scheme, which will run 
for a limited period, is confined 
to members of the Chronicle's 
Children’s Club. 


A section of the London Press Exchange “Selling More Paint” exhibition. 


‘SELLING MORE PAINT’ EXHIBITION 


To show the scope of a com- 
rehensive marketing campaign 

ndon Press Exchange Lid. 
staged an exhibition entitled 
“Selling More Paint,” in the 
agency's information room last 
week. Featured was the 1954 
advertising campaign of John 
mm & Sons (Bristol and London) 

td. 

The well-established “Painter 
Bill” symbol is included in all 
press advertisements and display 
material. Press advertisements 


invite readers to write in for a 
new 32-page booklet, “The Jack- 


sons are having their home 
decorated,” which is in full 
colour and carries a range of 
interior colour schemes. 

Local press advertisements for 
dealers are also incorporated in 
the scheme. The entire campaign 
material was on show to demon- 
strate “how the deployment of a 
full team of experts in various 
fields can bring into being a 
carefully-plann and detailed 
campaign that ensures that a 
manufacturer's advertising expen- 
diture becomes a sound invest- 
ment.” 


, ee 4 
\% WATERPROOF ZS 
OVERSHOES 
i 
a 
n «<j 
Showcard was 


silk screened 
Gilroy designed this new showcard 
for Auten Gollies overshoes which 


is being distributed to stockists 
throughout the country. The show- 
card was silk screened by Antony 
P. Jeffreys (Printers) Ltd. of 


worth. 


HOLIDAY HINT 


Good and frequent advertising 
was necessary to reclaim the 11 
million people who now do not 
take holidays away from home, 
said Mrs. H. Charlesworth, of 
Morecambe, president of the 
British Federation of Hotel and 
Boardinghouse Associations, to 
Fleetwood Association members. 

“ There must be many reasons 
why they do not take holidays. 
In some cases it is just apathy; 
in others economic reasons. 
mir went — - ——— b 

right kind o vertising,” 
she added. 


Dorset House Players 


score again 

When an old lady of 80 
decides to give a fortune to the 
member of her family who can 
show the best reason for havi 
it, there’s bound to be fun an 
fireworks. And this is just what 
happened in “Many Happy Re- 
turns,” the two-act co ly 
Roland Pertwee and Noel Streat- 
feild, which the Dorset House 
payers presented on Thursday 
and Friday of last week. 

This is the 12th production 
which this talented amateur 
dramatic group—whose members 
are drawn from the 33 journals 
of Associated Iliffe Press—has 
staged in the past seven years. 
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Well and truly 
LAUNCHED! 


It went well from the very start—from 
before the start, in fact! Trade 
demands before publication of the first- 
ever issue of House Beautiful 

sent the print order soaring from 
100,000 to 140,000, and sales figures 
now coming in show that the Trade’s 


confidence was fully justified. 


The second issue of this new style 
home-appeal magazine will be out 

in June. There is still time for 
your order for space—but please send 


it along as soon as you can. 


RATES AND PR OLIVE A. BIRD, Advertisement Manager, House Beautiful. 
ESS DATES 

Black and White (£125 per page) THE NATIONAL MAGAZINE CO. LTD., 
April 30th 28/30 Grosvenor Gardens, S.W.1 


fm te £175 oe or Page) mgt 26th Telephone : SLOane 459! 
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‘Bright attractive publicity’ needed for BIF 


COMMONS TOLD HOW TO SAFEGUARD 
THE FUTURE OF THE FAIRS 


The future of the British Industries Fair lies to a great 
extent on effective and vigorous publicity. There was general 
agreement on this point during the third reading of the 
B.LF. (Guarantees and Grants) Bill in the House of Commons. 


wanes 
weines 
carries 


owen 


This three-panel display stand, 
simple to erect, was designed by 
Leon Goodman Displays in co- 
operation with W. H. Gollings & 
ssociates Ltd. for Parnall (¥ ates) 
Lid.'s washing machines. 

brightly-coloured panels are silk- 

screened, 


Jewellers told 
‘advertise more’ 


Large-scale advertising was 
urged at the annual meeting of 
the City of Plymouth Jewellers’ 
Association by A. BE. Capps, the 
chairman. 

There were signs, he said, that 
the turnover of British jewellers 
was falling, and yet in the U.S.A. 
jewellers had increased their turn- 
over to a marked degree. He 
said that at National Associa- 
tion of Goldsmiths’ annual meet- 
ings he had advocated that 
manufacturers, wholesalers, and 
retailers should combine to make 
the public jewellery-minded by 
further television and film shows. 
Collective advertising in women's 
journals brought desired results. 

With so many different ways 
the public had to-day of spend- 
ing any surplus money, jewellers 
would all have to face a much 
leaner time unless they were pre- 
pared to stimulate trade by their 
own efforts. 


BRITISH RADIO 
COMPONENT SHOW 


There will be 130 exhibitors in 
the lith British Radio Com- 
ponent Show to be held at 
Grosvenor House, London, from 
April 6-8. 

This is more than ever before 
and includes six firms who have 
not Eaweanty taken part in this 
exhibition, 

This annual private exhibition 
is organised as usual by the 
Radio and Electronic Component 
Manufacturers’ Federation, The 
press officer is Andrew Reid. 


The clause covering grants by 
the Board of Trade of up to 
£100,000 towards defraying ad- 
vertising expenditure by the new 
independent company which will 
run the Fair for the next five 
years was adopted. 

Commenting on the new era 
of intense competition, the 
Minister of State, Mr. D. Heath- 
coat Amory, said: “Design and 
development are important, pro- 
ductivity is important, salesman- 
ship is important; and | feel that 
now and in the future, we must 
place special emphasis on the 
importance of selling and every- 
thing that flows with it. 

“That is why we think it is 
essential to do everything we can 
to ensure that the future of the 
B.1L.F. is secured in the best 
possible way. That is why we 
believe that the best ssible 
means should be applied to en- 
suring the most effective over- 
seas publicity.” 

Stressing the need for more 
— for the Fair, H. A. 

arquand (Labour) spoke of the 
B.I.F. becoming the spearhead of 
a new export drive. But it 
would not a success unless it 
was widely and vigorously adver- 
tised, he said. 


*Spend more’ 

He continued: “If it is true, 
as the Government has told us, 
that in the last couple of years, 
the London section has been rela- 
tively unsuccessful, that is a 
reason, not for spending less but 
for spending more on adver- 
tising. 

“Above all, let the advertising 
be bright, attractive and up-to- 
date,” he said. 

With an independent company 
it would be possible to focus 
attention on one particular item, 
he contended. It need not 
afraid, as a Government depart- 
ment might sometimes be afraid, 
to distinguish between one pro- 
duct and another. That was one 
advantage of handing the project 
over to a new, independent 
corporation. 

And he added: “I hope that 
during the five years in which 
the Bill is in operation in its 
resent form, the Treasury will 
ully recognise the high impor- 
tance of spending money in order 
to get it back again. Expendi- 
ture on advertising the Fair 
would not be extravagance. I 
feel sure that it needs a lot of 
money to be spent on it, and 
if it is spent in a new, up-to-date 
and modern way we shall reap 
the benefit of it. 


SINGING A WAY TO MORE SALES 


To back up an extensive provin- 
cial press campaign, the public 
relations department of the 
Howard Organisation, Manchester, 
organised through the ‘‘Melody 
Maker” and the “Stage” a 
national competition for amateur 
song-writers to produce a Nibb-it 
song for use in connection with 
the “Nibby Nibb-it Club” at 
theatre productions during 1954. 
The finals were held at sows, 
Manchester. Picture shows sng 
left to right (seated) H. F 


director, Howards Publicity Ltd., 
R. Willey managing director of 
Berkley Hygienic Food Products 
Lid., Grimsby, J. E. Cruikshank, 
managin irector of Crooky 
Foods Ltd., Nottingham, E. J. 
Reeves, managing director o 
Murfie Foods Ltd., Wallasey, and, 
standing, B. R. Stevens, account 
executive, Howards Press Adver- 
tising Ltd., Paul Short, general 
manager, the Howard Organis- 
ation, and Leon Lewis and a 
colleague of Lewis's Orchestra. 


What was Terry-Thomas after at 
the Chef Products Ltd.'s stand at 


the Ideal Home _ Exhibition—-the 

recipe for chicken soup or the 

model chef's 4 (and gap-less) 

gleaming teeth? The Chef is the 

trade mark of the firm, an associate 

company of C Hr ag & Blackwell 
Ad. 


INDUSTRY AND 

THE CAMERA 
A one-day exhibition of in- 
dustrial photographs, organised 
by the Federation of © British 
Industries and the Institute of 

British Photographers, will 
held in the Convocation Hall, 
Church House, Great Smith 
Street, $.W.1, to-morrow (Friday). 
The exhibition, illustrating the 
rt played by photography in 
industrial public relations, sales 
promotion and internal relations 
will be opened at 11 a.m. by 
Sir Harry Pilkington, president 
of the F.B.1. Howard Marshall, 


ublic relations officer of Richard 
homas & Baldwins Ltd., will 
speak. 


HIGH FLYING 
PROMOTION 


The wealth of sales promotion 
possibilities open to an air line— 
ranging from stock film footage 
to gadgets sent by direct mail— 
were described to the British 
Direct Mail Advertising Associa- 
tion last week by Stewart G. 
Long, European sales promotion 
manager of Trans-World Airlines. 

He told how the discovery that 
an airliner had gone round the 
world without changing spark- 
plugs led to tie-in advertising 
with Champion Plugs. 

For the window displays in 
travel agents, it had been neces- 
sary to develop a display that 
was easily transportable and 
easily changed. 

TWA postcards and “poster 

miniatures,” which a manufac- 
turer could have overprinted and 
then tnailed to his clients from 
any part of the world, were also 
very popular, particularly among 
foreign-stamp collectors. 
_ Mr. Long said that TWA were 
increasingly producing more of 
their window displays in Britain, 
because British daplave were the 
best in the world. So also, he 
thought, were British direct mail 
houses. 


DARTS BY MAIL 


Masius and Fergusson Ltd. have 
won the darts mail-match tourna- 
ment this year which is promoted 
annually in this country by A.B. 
Svenska Telegrambyran, the Stock- 
holm advertising agency. Second 
were W. S. Crawford Ltd. and 
third, Foote, Cone and Belding Ltd. 
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Plenty of customers over 


There certainly are. All waiting for the boats to pass. A perfect cross 
section of the mass market. 

Mind you, I am yet to be convinced that we really make mass market 
products. After all, the mass market is predominantly working class. 
Well, they are the people with the money to spend. Take a look round 
the average council estate. Count the television masts. Go into a few 
of the homes and you will find washing machines, vacuum cleaners, new 
radiograms. Quite a few of them own cars too. 

Yes. Coming to think of it I suppose you are right. It’s a mystery to 
me how they manage it. 

There’s no mystery about it. A great many of them have their rents 
subsidized. They have canteen meals and in most cases pay out very little 


in fares. 


And, of course, you quite often find two, three or even four workers in 
a family. 


Too true. Mind you I am not saying they can all afford to buy products 
ltke ours but by and large they are the people with money to spend. 


DAILY MIRROR 
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With the biggest daily 
net sale on earth, the 
DAILY MIRROR 
offers the most 

powerful mass market 
coverage in the history of 
daily newspapers at the 
lowest square inch per 
thousand rate of all 
national dailies. 


When planning 
your schedules you 
MUST include 
THE DAILY MIRROR 
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wae Lhe new emphasis on selling 


SPEND MORE FOR 


PROSPERITY 
The critics of advertising fight 
with poor weapons. There is 
no substance in their charges. 
Lately they have based their 
assaults on the false allegation 
that advertising expenditure is 
contributing increasingly to the 
cost of living. Detergents have 
been cited as a case in point, 
and there has been a danger of 
the broad issue being fought 
on this narrow front. 
Now, however, there is real shot 
and shell available for the 
of advertising to fire 
back. 


Does Britain spend too much on 
advertising? The evidence is 
all to the contrary. 


Dwindling ratio 


Preliminary figures just published 
from the Advertising Associa- 
tion’s “Survey of Advertising 
Expenditure” show that where- 
as the percentage of national 
income spent on advertising in 
1938 was 2.07, the figure 14 
years later was 1.54, 

And that is not explained away 
entirely by the war. True the 
1946 figure was down to 1.19, 
but after a three-year pull back 
to post-war normal, the per- 
centage has remained fairly 
steady: 1950, 1.54; 1951, 1.59. 

The significance of these figures 
must be driven home to adver- 
tisers and consumers alike. 
The producer of goods and 
services must be convinced that 
he should spend to build busi- 
ness—the timid approach pays 
no dividends. The consumer 
must be shown proof that 
more trade and keener com- 


petition help to create his 
well-being. 
Lesson is clear 


Figures for other countries show 
how inextricably advertising 
and standards of living are 
linked. 

In the United States before the 
war 2.8 per cent of the national 
income was spent on adver- 
tising. The figure since 1949 
has been running at about 2.4. 

The lower standards of living 
and lack of prosperity of other 
countries are similarly reflected. 
The figure for Italy is 0.5, while 
Egypt spends only 0.3 per cent. 

The lesson is quite clear: British 
advertisers must spend more. 
Demand increased by such 
expenditure will require greater 
prod and will lower real 


BOURNEMOUTH 

HE annual Advertising 

Association Conference, to 
be held here in May, is the 
first since the war to take place 
in a provincial town where 
there is an active publicity 
club. 

As a result, my colleagues of 
the Publicity Club of Bourne- 
mouth are eagerly awaiting the 
advent of the conference dele- 
gates and activity into our midst. 

The coming Conference, with 
its speakers’ panels drawn from 
the leaders of our profession 
and from outside industry and 
political life, is the 2Ist; this 
May the A.A. Conference comes 
of age. 

We meet at a time when there 
must be a new emphasis on all 
the arts and sciences of active 
selling. Consistent and progres- 
sive salesmanship must accom- 
pany the new productive methods 
and designs which will again 
assert the superiority of British 
industry. By its initiative it must 
help to win for all our people a 
fuller and richer life. 

To-day we can only live by 
a greater degree of international 
trade; in this way, too, peace and 
a wider understanding between 
all nations of the world can be 
achieved. Trade follows the 
flag of advertising, and new and 
heavy responsibilitics must be 


GUEST COLUMN 
In this “Come to the Conference’’ 


number, delegates are welcomed to 


Bournemouth by the honorary secre- 


tary of tl the local Publicity Club, a 
member of the Conference Committee 


LESLIE MILLER 


borne by every member of our 
profession. We have to be ready 
with lively minds and able pens 
to comprehend and use fully 
every existing and new promo- 
tional method and media. 

For these reasons the con- 
ference executive has selected 
themes which bear closely upon 
the situation. Three sessions and 
speakers’ panels deal in turn with 
the political, economic and social 
aspect of advertising; the fourth 


directs attention towards the 
most important question of all 
. the future. 


Delegates to the Conference 
will listen to an impressive panel 
of speakers and there will be 
ample opportunities for full dis- 
cussion and questions from the 
floor. 

I, personally, have benefited 
greatly from attending previous 
conferences and have learnt 


much of practical value for my 
own work. As a result, I have 
been able to play a fuller part 
in many educational, social and 
business projects. I am certain 
that all who participate will 
similarly benefit. 

I am a young man, and I 
should like to say a word par- 
ticularly to other young men and 
women in advertising. The 
future of publicity belongs to us, 
and it is on our energy, educa- 
tional attainments and experience 
that the profession depends. This 
Conference will be a further step 
in your development and I want 
you to know that it is possible 
to attend and ae for an 
all-in cost of about £10. 

Bournemouth—for four days 
the focal-spot of organised adver- 
tising—is ready to welcome, edu- 
cate, entertain and enliven you. 
I urge everyone to attend. 


To-morrows TOPICS 


® Many smaller advertisers 
and agencies who thought 
commercial television would 
never come to Britain are 


now hurrying to equip 
themselves to meet the chal- 
lenge of the new medium. 
Numbers are sending men 
to America to see how 
similar concerns are using 
TV there. 

® The forecast is that news- 
paper publishers who staked 
an early claim to an in- 
terest in commercial TV will 
keep out of the picture until 
it is seen how the new 
Independent Television 
Authority works. 

® Increasing sales of domestic 
washing machines are hitting 
the smaller laundries, which 
are pees to be closing 


down at the rate of one a 
month. Full-scale advertis- 
ing on a co-operative basis 
may be the laundries’ 
answer. 


® Bigger campaigns for syn- 
thetic rubber products may 
be expected. Fierce com- 
petition will develop between 
Dunlop and LC.L following 
the announcement that a 
£500,000 synthetics plant is 
being built at Fort Dunlop. 

® British Railways outdoor 
publicity will take on a new 
appearance shortly with a 
fresh method of poster 
presentation. 


® Alarmed by falling sales, 
smaller sweets manufacturers 
are planning provincial ad- 
vertising campaigns. Only 


*%A PRELIMINARY STATE- 
MENT ON A RESEARCH 
INTO READERSHIP OF 
NATIONAL NEWS- 
PAPERS, CONDUCTED 
ON BEHALF OF THE 
LLP.A. WILL BE PUB- 
LISHED IN THE NEXT 
FEW WEEKS. 


the big firms running full- 
scale publicity have held 
their ground since Christ- 
mas. 


® British motor manufacturers 
will have more stands at the 
Sweiish Motor Show than 
anyone else. This indicates 
a new awareness of the 
importance of foreign trade 
exhibitions. 

® Russia is reported to have 
sold 2,000 cars to Norway. 
This heralds new competi- 
tion in North European 
markets. 


ROUND TABLE 


A.B.C. Figures 
July to Dec. 1953 


CAMBRIDGESHIRE TIMES GROUP 
65,459 


Copies 
Weekly 


London Representative: W. H. 


69 Fleet Street, E.C.4 
Representative : 


Northern ARNOLD 
64 Cromford House, Manchester 4 Tel. Blackfriars 6987 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
WALMSLEY 
Tel. Central 9353 


ELLIS 
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46‘, of our readers insist 
on “getting things straight” 


THE NEWS CHRONICLE stakes its all on presenting 
the facts factually, and both sides of an issue. A great 
many people, it seems, would resent it if we didn’t. 

As a result of a survey, we've found that nearly 
half our readers (there are over 3,000,000*) define 
their liking for the paper in terms of confidence: they 
mention its “ truth,” “ fairness,” avoidance of bias. 
They like its informative news reporting. 

Readers who want the facts, and can see the point 


of an argument, are customers who can see the point 
of an advertisement. And readers who have absolute 
confidence in their chosen newspaper will extend it, 
willy nilly, to the products they sce advertised in it. 

In a new booklet, we've examined the character of 
News Chronicle readership in greater detail. If you 
would like to know more about the sort of people 
they are, the jobs they hold, and their remarkable 


responsiveness, ask to be sent a copy. 
* Hulton Readership Survey, 1953 


NEWS CHRONICLE 


The findings in this booklet are based on a survey conducted originally for our private 


editorial use—but some of the information, we thought, would be useful to advertisers 


or their agents. Copies of the booklet may be obtained by writing or telephoning to 


the Advertisement Director, The News Chronicle, Bouverie St., E.C.4. Central 5000. 
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SPORT & COUNTRY readers have homes as well as farms; buy 
household equipment as well as farm machinery ; can be induced to buy 
branded merchandise like anybody else and they spend a lot of money on 
personal requisites—clothes and toiletries, wines and spirits and tobacco and, 
of course, motor cars and accessories. Like all Illustrated Newspapers’ 
readers they enjoy the highest standard of living ; this has been confirmed 
by shrewd advertisers who use ILLUSTRATED NEWSPAPERS for 
cumulative results from the top | income group, and to sustain quality 
endorsement ; so often of vital importance when campaigning in the mass 
market. Communications should be addressed to The Advertisement Director, 


Illustrated Newspapers Limited, Ingram House, 195-198 Strand, London, W.C.2. 


The ILLUSTRATED LONDON NEWS °- The TATLER 
The SPHERE + The SKETCH « SPORT & COUNTRY 
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views are 


here by D. Brook-Hart, principal of the D. Brook-Hart Co., on some hi 


What the advertising agency of the 
future may look like 


Marcu 25, 1954 


ghly contentious 


personal expressed 
issues of fundamental importance to advertising, He condemns the commission system and says that the successful advertising 


HE REALLY live and 

large advertising agencies 
of the future will be controlled 
and run by publicity and pub- 
lic relations men—not by the 
type of advertising executives 
that we know to-day. 

In my opinion advertising is 
-_ one of the media of a com- 
prehensive publicity service, It 
is an important and expensive 
medium— indeed, it accounts for 
the largest portion of British 
,Publicity expenditure—but I 
certainly cannot accept the idea 
that it alone is the best answer 
to every sales or marketing 
problem. On the contrary, there 
are many cases—especially where 


money is limited—when an 
expert publicity man would 
recommend media other than 


advertising to achieve a success- 
ful result for his client. 
Every week I meet men from 


every sort of industry and occu- 
pation and one learns a great 
deal—in fact one never stops 
learning. However, there seems 
to be one common thread which 
runs through all my contact and 
build-up work. 


If one sets on one side, fora 
moment, the hig “national” 
spenders, I find that the 
majority of companies want 
publicity schemes which will 
achieve success for a compara- 
tively modest expenditure. 
The big advertising agencies 
always appear to be mesmerised 
by the large national advertising 
accounts. This is only natural— 
as their whole background, 
experience and organisation is 
geared up for that type of work. 

Nevertheless, they cannot be 
blind to the facts of life and 
they have no reason to feel com- 
placent because over £180 million 


A ‘‘National’’ 
Winner 


There is only one 
national daily in 


Wales 


the 


WESTERN MAIL. 

A “certainty” for all 

national advertising 
campaigns 


Mesicrn Mail 


AND SOUTH WALES NEWS 


HEAD OFFICE, CARDIFF. 


TEL. 33022 


ADVERTISEMENT MANAGER, R. H. HARRISON 


LONDON OFFICE, 


176 
MANAGER: GEORGE J. STUDD. 


FLEET STREET, E.C.4 


TEL. CENTRAL 469! 


will be spent on advertising in 
the coming year. 

I believe that the era of the 
“pure” advertising agency is on 
the way out. 

A number of the agencies 
‘have already seen the red light 
and added public relations de- 
partments to their organisa- 
tions. In these circumstances, 
however, it is unlikely that the 
P.R. “tail” ever gets much 
chance to wag the advertising 
“dog.” 


The usual course 


How many agencies, when 
faced with the planning of, say, 
a £50,000 campaign would con- 
sider any course other than 
spending the bulk on _ straight 
advertising? From this they will 
draw their commission for an 
effort which is small in com- 
parison with the sheer brain- 
sweat, slogging effort and 
considerable “know-how” which 
is necessary for a_ publicity 
campaign to achieve better 
results but involving little direct 
expenditure. 

The successful advertising 
agency of the future will no 
longer be called an “advertis- 
ing agency.” It will be called 
a publicity organisation. The 
principal and executives will 
be men who have a compre- 
hensive publicity and public 
relations background and who 
know exactly how and where 
to use advertising as one of 
their weapons, either in sup- 
port of, or supported by, their 
other media. 


Private agreement 


I fear, however, that I am a 
little ahead of the times and, in 


common with other prophets, 
this will not make me too 
popular in some advertising 


circles—however much they agree 
with me in private! 

At the same time some of the 
large agencies are very hypo- 
critical in at least one respect. 
They pretend that they are not 
interested in accounts of less 
than £10,000 or £15,000 per 
annum. Yet increasingly, and I 
have seen two instances recently, 
they fall over each other to put 
forward free schemes involvin 
as little as £1,500 a year tota 
expenditure. 

o one would mind this if 
only they were honest enough to 
admit it. But in open competi- 
tion they would invariably show 


agency of the future will not be called an “advertising agency” but a “publicity organisation. 


that they could not give the same 


unbiased advice on how to spend 
that small amount—or the same 
value for money and service— 
as a predominantly “publicity” 
organisation which had no adver- 
tising axe to grind. 

The system by which agencies 
rely on commission from the 
press is both illogical and un- 
fortunate. It is a major handicap 
to the improvement of so-called 
“trade and technical” advertising. 
The actual number of advertisers 
in the trade press must far out- 
weigh the number of purely 
national paper advertisers. In 
this sense they can be regarded 
as the most important section of 
commerce and industry because 
this section includes the greater 


This article is based upon an 
address given by D. Brook-Hart 
to the Publicity Club of Not- 
tingham. Basic to the argument 
is the opinion that advertising 
is only one of the media of acom- 
prehensive publicity service. 


proportion of small, medium 
and large-sized firms who are the 
backbone of the country. 

Advertising agents are some- 
times referred to, somewhat 
derisively, by industrialists as 
“the 10 (or 15) per cent boys.” 
This is often based on the harm- 
ful misconception that agencies 
tend to “push-up” their client’s 
expenditure in order to draw as 
much commission as possible. 

Few clients seem to realise 
that their agents draw only a few 
hundred pounds gross from a 
trade press advertising campaign 
for one year, although the amount 
of work involved is usually very 
considerable. The answer is to 
abolish the pernicious com- 
mission practice and to introduce 
a minimum scale of “service 
fee” payments. 


Autocratic attitude 


I would welcome the abolition 
of the commission system for a 
further reason: at least one 
organisation representing the 
press is incredibly autocratic, if 
not feudal, in its manner towards 
the smaller agencies. While 
being almost entirely dependent 
upon the advertising agents for 
their livelihood and income, they 
sit in judgment and crack the 
whip with no explanation of their 
methods or, indeed, of who are 
the individuals who comprise 


their committee. 
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Seen in LIFE—Seen in 120 countries 


Once a fortnight, in 120 countries outside the U.S. and Canada, LIFE tnrer- 
NATIONAL EDITIONS are bought by more than half a million people in the upper 
income groups. No other picture magazines have such a wide top-of-the-market 
circulation. No other international magazines provide the same opportunities 
for large advertisements of such powerful impact in the world’s richest markets. 


LIFE INTERNATIONAL EDITIONS 
carry advertisements for the fore- 
most names in the business world. Is 
your company counted among them? 


LIFE INTERNATIONAL —-average net paid 
circulation 250,000— 300,000 copies in 
English, circulating in 120 countries 
outside the U.S. and Canada. 


LIFE EN ESPANOL — average net paid 
circulation 200,000—250,( copies in 
Spanish, circulating in Latin America. 


These are the INTERNATIONAL epITIONS of LIFE MAGazine, with a combined cir- 
culation of over 500,000 copies every fortnight. For the ‘Facts of LIFE’, write to the 


Advertisement Manager. 


TIME & LIFE BUILDING, NEW BOND STREET, LONDON, W.1 
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STARILING PACTS THAT MAY SURPRISE YOU 


What every housewife 


likes to know 


By COPYTASTER 


U- SEEMS only yesterday 
that we were talking about 
the very powerful Hovis ad- 
vertisement with long copy 
and a headline saying “Home 
Truths about Bread.” 

The highly contentious and 
competitive copy was made 
doubly interesting and persuasive 

an unimpassioned appearance 
of impartiality. Of course, its 
author made sure that the whig 
dogs didn’t get the best of it, but 
he had the wit to refrain from 
deafening the reader with one- 
sided praise of his own product. 

Whether the advertisement 

rsuaded many people to switch 
rom off-white to brown bread is 
doubtful, but it may well have 
prevented vast numbers from 
succumbing to the great song and 
dance about setting the baker free 
to make his bread whiter than 
white. 

Somebody clearly agreed with 
Hovis that such forceful, in- 
formative copy about food was 
just what the shopper ordered. 


ae oe ee 
Fi I'm going cruising 


~ ORIENT LINE 


if you want to come too 


please ash for brochures from 
your local weve! agent or 


OUUERT Lint b4 COCRAPUR FF Lowen Fw! TH Tha Thee 


in Copytaster's opinion this is 
one of the best advertisemenis 
for a holiday at home that he 
has seen for many a day. The 
copy is “utterly inadequate.” 


Here is a jam manufacturer on 
the warpath with the twin brother 
of the Hovis headline, and he 
should surely collect a few scalps 
for his efforts. 

With a less muscle-bound 
swing of his tomahawk and a 
better follow-through he might 
have collected many more. 
Crosbies jams may be well 

known in some parts of ‘the 
country, but they are new to me 
and my family. We would not 
recognise a jar in the shops unless 
we were near enough to read the 
name. We do not know what kinds 
there are to choose from. Would 
it have been fatal to give a little 
more information and to include 
a picture of the label instead of 
the Good Housekeeping certifi- 
cate? 

And would not the copy have 
been much more vivid and com- 
pelling if it had mentioned 
different varieties of fruit in the 
course of the argument? “Fruit” 
is too comprehensive a word to 
create a good mental picture. 


Singular episode 


Ask —_ whether they 
would their jam made of 
fresh strawberries or would 

er to have them put aside 
or weeks or months with their 
rosy colour fading and bleach- 
ing in sulphur dioxide so that 
they have to be dyed red again 


But the remarkable thing about 
this copy is the singular episode 
of the ific finition of 
“fresh.” You did not notice any 
specific definition? That is the 
singular episode, my dear 
Watson, 

We read that fresh fruit jams 
must be made from fresh fruit 
and contain no sulphur dioxide 
or dye, but what do Crosbies 
mean by “fresh”? If it means 
picked and preserved all in a day 
—or two days, or three days—I 
should have thought they would 
say so in bold face capitals, 
heavily underlined in golden ink. 

But this is still a good, fighting 
advertisement. It will be widely 


TRUTH 
ABOUT 


JAM 


FACTS EVERY BOOSEWIFE SHOULD Know 


read, and it is worth remembering 
that there will be many grocers 
as well as housewives among its 
readers. All experience shows 
that women read more carefully 
and respond unusually well when 
an advertisement offers really use- 
ful information. 


Almost the best 


The “Food Facts” series in the 
war. was almost the best read 
advertising campaign in history. 

To thousands of housewives it 
will not only be interesting and 
useful but quite astonishing 
information that “full fruit stan- 
dard” is the official definition of 
a jam composed of sulphur 
dioxide, dyes and—as a make- 
weight—a certain amount of 
bleached fruit that has long 
passed the prime of life. 

aK aK * 


Ar Last there are signs of life 
and hope among tyre manufac- 
turers. Goodyear have a con- 
structive headline to a long piece 
of copy: Cheaper motoring is a 
fact when you fit Goodyear, 
while Avon, who are offering a 
free booklet of simple steps to 
higher mileage, have buried in 
their copy the germ of an almost 
irresistible approach : 

“Do you know that with 
identical tyres one driver may 
get, say, 7,000 miles and 
another driver 35,000 miles 
from tyres of the same make?” 


Run a test 


These figures are too extreme 

rhaps to be very readily be- 
ieved. But what fun one could 
have by running a tyre-endurance 
contest among, say, 10 motorists 
who all happen to take delivery 
of an Austin A40 or a Ford 
Popular on a given date, with a 
cash prize for the owner whose 
tyres were least worn after 7,000 
miles! 

With good organisation and 
public relations the words 
“Avon” and “Endurance” could 
be so firmly wedded in people’s 


The remarkable thing about this 
copy is the lack of a specific 
definition of “fresh. 


minds by the end of the contest 
that no man could put them 
asunder. 

* * * 


is no stopping the 
for Gordon-Moore 
A fortnight ago we 
discussed the joint advertisement 
of Gordon-Moore and “Less” 
toothpastes. From another ad- 
vertisement I learn that Gordon- 
Moore lost threepence on every 
tube he sold last year, but, being 
a surtax-paying bachelor with 
£10,000 a year, he insisted on 
spending the money from his 
private fortune on these = 
secretaries, actresses, models and 
housewives. 


THERE 
copywriter 
Toothpaste ! 


All for romance 


His only profit is the pleasure 
of knowing, when he passes a 
pretty girl, that thé chances are 
10 to one that he helped to 
bring romance to her young 
life! 

ok oe * 


Ir ae mg hy many hos 
to your holidays i 
you png SR to France by the 
chance of travelling with this 
skinny hoyden in the two-piece 
bathing costume or would you 
prefer to share a cabin with this 
en financier on an Orient Line 


holiday at home that I have 
seen for many a day, and even 
if the pictures were as 
as the sirens’ song the copy is 
still utterly inadequate. 
If the French Government and 
the Orient Line seriously want 
people to visit their travel agents 
cod ask for leaflets they should 
at least give them some idea of 
what the leaflets contain and how 
much money is likely to be in- 
volved. The Orient Line, in 
particular, are so stark and un- 


@ Continued on page 606 
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\ Crochet | 2, Designs 


Bio bn 
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On the drawing board, display units can be as simple or as complicated 
as a designer’s fancy. But when it comes to production — well, that 
‘s another matter. 

We, at Acmrt, know through long experience that only an organisation 
like our’s can make ‘complicated’ units both effectively and economically. 
That is because we have every essential process and facility under 
a single control. 

The displays shown above were produced by us for Messrs. J. & P. Coats 
Ltd. to their designs. The units are colourful, very attractive and 
extremely practical-everything, in fast, that good displays should be, 


ACME SHOWCARD AND SIGN COMPANY LIMITED 


SHOWROOMS; 9 SOUTH MOLTON STREET - LONDON W! ~~ Telephone: GR Osvenor 7458 
Works: Paragon Works * Enficld « Middlesex » Telephone: HOWard 1651 
Shewrooms also at Crown Buildings - James Watt Street « Birmingham 4 * Telephone: Central 2325 
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OERRY PEOPLE 
WESTMEATH 


/NOEPENDOENT. PEOPLES PRESS 


J 


NORTHERN STANOARO 
MONAGHAN OFWMIOCRAT 
MONAGHAN ARGUS 


4ONCFKORO LEADER 


OONEGAL 
OEMOCRAT 


a 


Le/TRIM 
OBSERVER 


S5t/GO CHAMPION 


ANGLO~ CLLT 
SLIGO INDEPENDENT 


ROSCOMMON OUNOALK DEMOCRAT 
NERALO . 4UAMINER PRESS 
CONNAUGHT 


Te 
LOCRAPH OROGHEDA 
(INOEPENOENT 


Z THE ARGS 


A MEATH CHRONICLE 


ROK OMMON 
CHAMPION 


TUAM HERALD 


WESTMEATH EXAMINER 
MIDLAND HERALD 


CONNACHT 
TRIBUNE 
CONNACHT 


LEINSTER LEADER 
SENTINEL 


——WiCKLow 


GALIVAY OBSERVER PLOPLE 
a NATIONALIST 
WESTERN NERALO € LEINSTER TIMES 
CLARE KILKENNY PEOPLE 
CHAMPION KILKENNY JOURNAL 
_ “THE &CHO 
KERRYMAN PNNISCORTHY 
KERRY GUARDIAN 
CHAMPION THE PEOPLE 
FREE PRESS 
LIMERICK LONE: NEW ROSS 
LIMERICK STANOARD 
WEFELY £CHO TWEE 
LIMERICK NATIONALIST 
CHRONICLE MUNSTER EXPRESS 


WATERFORD NEWS 
WATERFORD STAR 
EVENING NEWS 


OUNGARVAN 
44A0ER 


TO COTTAGE 


EVERY BODY in the Irish prov- 
inces——where two-thirds of the 
population live—reads the local 
provincial weekly newspaper, 
ITS APPEAL IS NOT LIMI- 
TED to any class, any calling, or 


trader, the sportsman, the work- 
man... (not forgetting all their 
wives and families!). These are 
any political following. The 
leisured, the farmer, the profes- 
sional man. . . the manufacturer, 


the official, the merchant... the 


just some of the people you can 
reach—IN THEIR HOMES— 
through the Irish provincial 
weekly newspapers. 


irish Provincial 


NEWSPAPERS 
are the key to the Irish Market 


ISSUED BY ASSOCIATED IRISH NEWSPAPERS, DAME HOUSE, 


© Review 


—  —- 
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—continued 


Resort in 


“Tu. 


What is one to 
think, queries 
Copytaster, when 
the country whose 
very mame sets 
gourmets'’ mouths 
watering can sum- 
mon up no adjec- 
tive more appetis- * 
ing than “good” 
for the food it | 
offers to its guests? — 


if you 


i. 


enthusiastic that they might be 
inviting us to Cold Comfort 
Farm instead of a whirl of gaiety 
under warm, blue skies. May I 
suggest to the directors of the 
Orient Line that if they can't 
unbend enough to show at least 
a trace of enthusiasm about their 
own cruises they can scarcely 
expect others to raise a cheer? 


Cool cascade 


The French, on the other 
hand, have never struck me as 
particularly timid or tongue-tied 
when they have something to sell, 
yet their copy in this advertise- 
ment is about as ardent as a cool 
cascade. What is one to think 
when the country whose very 
name sets gourmets’ mouths 
watering can summon up no 
adjective more appetising than 
“good” for the food it offers to 
| its guests? Perhaps in the next 


- 
A on 

’ a 

- — 


y= 


aN 
\ 


FRANCE 


there’s all 1 want there... . splendid sands, 
perfect bathing, cheerful company, good food and 
good service, and lovely warm sunshine. I can 
choose from 300 of them, spread over 2,000 miles 
of varied coastline. 


want to know more about them, 


consult your TRAVEL AGENT, or apply for the 
"Se aside folder to the 


FRENCH GOVERNMENT TOURIST OFFICE 


179, Piccad Ny, London, W.i. 
sui tote 


insertion they will say “whole- 
some food” or “good plain 
cooking.” 


La belle France 


If you read their copy care- 
fully you will see that the word 
“France” could be changed to 
Italy, Spain, Denmark or even 
Yugo-Slavia without the slightest 
incongruity, for there is no word 
or phrase to suggest the spirit 
and charm that make France so 
uniquely lovable. 

Far more appealing than this 
spineless stuff would have been 
one of those literal translations 
from the French about the 
beautiful France, her beaches 
— her young daughters 

eautiful, her casinos gainful, her 
kitchens voluptuous. 

At least we should have then 
been sure the advertisement was 
not about Southend. 


| 


GLAMANY AND. S¥UI7SALAMD lA 


This new display for the Eastern Region of British Railways is at 
Liverpool Street Station. The route to Germany and Switzerland 
| is featured. 


DAME STREET, DUBLIN. 
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| Have you geen the new 


Lilliput? 


NEARLY TWICE THE PAGE SIZE 
AT THE Full colour page (covers only) - 
SAME 2-colour page - - - - - 


2-colour half-page 


RATES / Black-and-white al - 


NET SALES (A.B.C.) 200,462 JULY-DEC. 1953 


Advertisement Manager 
43-44 Shoe Lane 
London, ECA 
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for the production of more 


4, 


4 


first-class print and point-of-sale 
displays. We are pleased to 

advise our many friends — and 
potential friends — that our second 
factory is now in full production. 
Our scope therefore for the 


manufacture of multiple displays, 


quality screening, and clean, crisp 
letterpress is increased 
considerably. The combination 


of a first-class team of 100 


craftsmen, the most modern 


equipment — and 60 years 


experience ensures a 


product and service 


second to none. 


we invite enquiries 


WALKERS 


(iimiee 


MANCHESTER I 


telephone central 4965/6/7 


Legal Queries Answered 


MaArcH 25, 1954 


Q. When I booked space in 
a_ well-known periodical, 
stipulated that the advertise- 
ment should appear on a 
specified date. Without con- 
sulting me, the publisher held 
over the advertisement for a 
later issue, on the ground that 
the demand for s was so 
great that he had no alterna- 
tive. Can I claim damages for 
loss of publicity, and to what 
extent? 


A. If you booked space for a 
specified date, and the publisher 
id not perform his part of the 
contract, undoubtedly you have 
cause for an action for damages. 
The action for loss of publicity, 
however, is usually associated 
with claims made by actors. 
For instance, if an actor is not 
permitted to appear in a role for 
which he had been booked, he 
could allege that if he had been 
allowed to appear, that appear- 
ance would have brought him 
publicity, which he has now lost. 

To what extent you would be 
able to claim damages in your 
case would depend upon the 
facts. The rule is that the 
damages must have arisen 
“naturally.” For instance, it 
may be well worth your while 
to advertise a particular line of 
goods in November, say for the 
Christmas trade, whereas a 
similar advertisement in Decem- 
ber might be a complete waste 
of money. 


Proving lost profit 


On the other hand, it may be 
difficult for you to establish that 
you are out of pocket by the 
delay, but if you can prove that 
you lost profits, or that the value 
of your stock fell by non-publi- 
cation on the original date, then 
you may succeed in being 
awarded damages. 

Further, under the law of con- 
tract, if there was some special 
circumstance associated with the 
contract that you had communi- 
cated to the publisher, then you 
may be entitled to a greater 
measure of damages. For in- 
stance, if you had booked space 
for the Christmas trade, and the 
publisher knew that you were 
relying on your advertisement to 
shift the goods, this could be a 
special circumstance, and it could 
be argued that the publisher 
accepted it as a term of the 
contract. 

It is essential in any case that 
you should be able to prove 
some loss, even if you cannot 

ove a precise loss. In a case 

fore the courts before the war, 
the advertiser was able to prove 
that several retailers had 
to order his products, and that 


Space and specified dates 


By OUR LEGAL CORRESPONDENT 


in addition there had been a 
great decline in customers’ de- 
mands for his goods. The ad- 
vertiser was awarded damages, 
even though the money value of 
his loss could not accurately be 
ascertained. 


Q. A _ classified advertise- 
ment invited readers to write 
for information concerning a 
treatment for illness. When a 
reader complied, he was sent 
details of a treatment which 
is not permitted under the 
Pharmacy and Medicines Act, 
1941. Is this an offence? 

A. Undoubtedly. In similar 
circumstances the court held 
that “where an advertisement in- 
vites members of the public to 


Our Legal Correspondent, 
a barrister who specialises in 
advertising law, answers a 
selection of queries received 


Readers are invited to send 
their problems which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 
correspondents concerned. 

Neither the Editor nor our 
legal correspondent can accept 
any liability for the opinions 
expressed. 


make an application for further 

rticulars, any further particu- 
ars supplied to a member of 
the public must be considered as 
an extension of the original ad- 
vertisement.”" Therefore the cir- 
cular, which was dealing with a 
treatment for tuberculosis, was 
an advertisement within the 
meaning of the Pharmacy and 
Medicines Act. 

Q. 1 recently submitted 
some copy to a publisher, and 
on the order form were the 
conditions under which I was 
prepared to do _ business. 
When the acceptance of the 
order came back to me, it had 
written on it, “subject to the 
usual practices and customs of 
the trade.” A dispute has 
arisen and I want to know 
which set of conditions govern 
the contract, as the two do not 
agree. 

A. In the normal way, the 
second set of conditions should 
prevail. The original order, 
with its conditions, was really 
an offer to do business, on cer- 
tain terms. That offer, as a 
matter of fact, was never 
accepted, but a new offer was 
made. That second offer you 
appear to have accepted, at least 
by implication, and it is this 
second offer which will govern 
the contract. 
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=" usually a guest spot in regular radio 
and TV programmes; and things like guest col- 
umnists are not unknown to the most successful 
newspapers. 


The theory? That a brilliant team can be made 
even more so by injections from outside. 


There’s a guest spot here, too; at 25 Savile Row. 


It started some time ago when a man blew in and 
asked for a job as a visualiser. We looked at his 
work, and liked it. But we had no vacancy in the 
ordinary sense, and told him so. 


Did that matter? he asked us. He only wanted 
a job for six months, anyway. He had come from 
Australia, was going to America. 


We gave him a room. We gave him a job. He 
gave us a lot of bright work in return. 


In an advertising agency, a writer or an artist 
usually takes time to get into his stride. He has to 
learn the clients, he has to shake down. If the 
whole creative staff were changing each six months, 


ADVERTISER'S WEEKLY 


of PRITCHARD, WOOD 


the place would be chaos. But a temporary guest 
artist, used as such, can be a very good idea. 


Our own creative team—and there’s certainly no 
better team in the business—think it’s a good idea 
too. 


So: sand-in-shoes geniuses please note, and 
foreign papers please copy: our guest spot remains. 
It is open to anyone really good, from anywhere. 
Approximately six months limit. An artist from 
Paris? A New York copywriter? A Chicago 
ideas man? Wishing, perhaps, to make a trip, and 
to make the trip pay? 


Approach us, gentlemen (or ladies), when you're 
in the mood. This place of ours is four walls filled 
with a lot of imagination. Only picture yourself 
in our guest spot if you really have sparks to 
contribute. 


F. C. PRITCHARD, WOOD & PARTNERS LTD. 
Advertising and Public Relations 


25, SAVILE ROW, LONDON W.1 


REGENT 7080 (16 LINES) 
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SHOP DESIGN, LIGHTING, REFRIGERATION, DISPLAY 
CABINETS AND ALL ANCILLARY EQUIPMENT, SCALES, | 
CLEANING MATERIAL, DELIVERY TRANSPORT, LIGHT AND 
HEAVY, PACKAGED FISH SPECIALITIES, WRAPPINGS. 


To do MORE business with over 


15,000 


FISHMONGERS and FISH MERCHANTS 
(12,600) in the U.K. (3,000) 
(a £50,000,000 turnover) 


THE BEST PLAN IS TO TAKE SPACE IN 


FISH SELLING 


FIRST ISSUE MAY 15th 
Monthly thereafter Copy date Ist of month 


ALL COPIES PERSONALLY ADDRESSED. 
CONTROLLED CIRCULATION TO THE 
WHOLE DISTRIBUTIVE TRADE. 


FIVE MAJOR POINTS 


* BASIC UNIT SPACES * BRIGHT NEWSPAPER 
£10, £20, £30, ete. FORMAT 
* ALL ADVERTISEMENTS % PRACTICAL EDITORIAL 
NEXT EDITORIAL FOR BETTER BUSINESS 


% BLANKET COVERAGE AT A FRACTION OF MAIL COST 


Available space going well. Ring or write as below. 


ARTHUR J. HEIGHWAY PUBLICATIONS LTD. 
68 VICTORIA STREET, LONDON, 8.W.1 


TATE GALLERY 0726/7 
Advertisement 5 mg | V. M. Heighway, LCS. 
bi eV Cenwtera Y Dept. Man./Dir.: Arthur J. Heighway 
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The outside cover spread of “Power to Spare,” the quarterly journal 


published by Oldham & Son Ltd. 


Inside is a survey of various 


schemes for the development of Australia. 


An important role for 
the staff magazine 


HAT are industrial editors 

going to do about the 
problems which are clearly 
developing? While there is 
no reason to expect a recession, 
the volume of the export trade 
(and to some extent the home 
trade) is going to depend upon 
the result of the struggle to 
keep down prices. High taxa- 
tion, rising wages, production 
slackness and restrictive prac- 
tices both by employers and 
employees are important fac- 


tors in this struggle. How are 
industrial editors going to 
tackle them? 

Social chit-chat is all very 


well and has its 
house journals, but it is not 
enough. The staff magazine 
must tell employees what em- 
pores are doing to solve pro- 
lems, and must encourage, 
cajole and drive employees to 
play their part. Politicians and 
the press show an understand- 
able reluctance to advocate 
policies unpopular with voters 
and readers and the industrial 
editor is also presented with a 
spiteful nettle, but it is no good 
pretending that it does not exist. 
If he cannot grasp the whole 
nettle at once he can 
crush it leaf by leaf. 

One management at least has 
been driven to protest. Contact, 
journal of Thomas French & 
Sons Ltd., makers of Rufflette 
curtain tape, contained the fol- 
lowing in a recent issue :— 


MANAGEMENT STATEMENT 
“In connection with the 


token strike of engineers which 
affected a number of our em- 


lace in many 


By BRIAN HILTON 


povene at Wythenshawe and 
ose Grove, the management 
wish to record the following 
facts, which are receiving ap- 
propriate consideration :— 

was made clear when we 
agreed to recognise the A.E.U. 
a year or sO ago, we are not 
in the engineering but in the 
brassfoundry industry, like our 
competitors. 


Not a party 


The company is not a mem- 
ber of the Engineers’ Em- 
ployers’ Association, which 
was one of the two parties in 
the engineering dispute. 

There has been no applica- 
tion to, or negotiations with 
the company for an increase 
in wages and there was, there- 
fore, no dispute arising. 

Finally, the company was 
not formally notified of the 
intention of some of its em- 
ployees to take part in what 
seems to have en a sym- 
pathetic strike. The bulk of 
the brassfoundry industry, 
mostly in the Birmingham 
area, was not affected though 
there were a few other in- 
stances of strike action in the 
industry in other parts of the 
country.” 

I shall look to see whether in 
due course Contact publishes the 
results of the “appropriate 
consideration.” 

I wonder, too, whether house 
organs could not fight Com- 
munism. Industrial editors are 
wise to avoid normal political 
entanglements, but Communism 
is not a responsible constitu- 
tional political faith. Its aim is 
the total destruction of the 

@ Continued on page 612 
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for nearly a 


APRIL Good Housekeeping reaches a new ‘high’. 


Over 200 pages . . . and out of print before you 
could say ‘knife’! 


Its 24 page supplement—'Living Electrically’ 

has caught the imagination of the retail trade. 

It has liked it, tied up with it, given it special 
displays. 

This and the many other contents of specific 
home interest further emphazise that Good 
Housekeeping is the specialist journal for the 
home. It is supported by the Good Housekeeping 
Institute. ‘ 


Remember this when planning advertising 
campaigns—Good Housekeeping is as much a 


specialist journal for the home as a motoring 


magazine is to the enthusiastic motorist. 


WOON HOUNENEEP 


—Britain’s Foremost Home Magazine 


Olive A. Bird, 

Advertisement Manager, 

THE NATIONAL MAGAZINE 
COMPANY LIMITED, 

28/30 GROSVENOR GARDENS, 
LONDON, S8.W.1 

Telephone: SLOane 4591 
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Sumishings 


Every week Furnishing World carries a 
full editorial section devoted to this branch of 
the Furnishing Industry. It is of particular in- 
terest to Trade buyers, giving coverage equal- 
led in no other publication and is yet another 
reason why Furnishing World holds a justified 
reputation as the Leading Journal of the 
Furniture and Furnishing Trades, For space- 
rates and other details of this important, well- 
supported Weekly, ring Chancery 8844 NOW. 


a 
Furffiihhing 
vd 
The Leading Weekly Journal of the 


Furniture and Furnishing Trades 


Published by TRADE CHRONICLES LTD. 180 FLEET ST. LONDON E.C.4 


© REVIEW OF HOUSE ORGANS -continued 
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British way of life, British in- 
dustry and Britain. So far from 
ve not wanting workers 

members of unions, 
they want workers to take a 
deeper interest in trade union 
affairs so that the ordinary, sound 
British workman is not ordered 
around by a few Communists who 
wield power because the rank 
and file do not bother to attend 
meetings and vote. 

Would workers be surprised if 
the house organs of their em- 
ploying firms came out on the 
side o — —— and urged the 
men keener trade 
—~ a Such shock tactics 
might produce quectont results, 

* * 


-Naafi recently published the 
Coronation Issue of Naafi News. 
The bun is not really ce, how- 
ever. The = issue, with 
an eight-page colour supplement, 
contains pictures of Coronation 
celebrations from all over, in- 


cluding the Far East. The issue 


carries an Autumn 1953 date- 
line; my copy was sent much 
later. It seems, therefore, 
that publication was delayed be- 
ond the scheduled date. Yet 

use it contains so many faces 
it will be welcome to a host of 
people for all that: remember 
the advice you got from your 
first news editor on a provincial 
paper?—“Get as many names 
and faces in as you can!” 

aK oo a 


American industrial editors are 
being offered articles by the 
American Heart Association, ya 
pom Stet, journal of Cham 

‘aper & Fibre Co. The o 
of the articles is to make edieas 
aware of the facts about 20 
forms of heart disease, and to 
encourage them to seck early 
medical advice if they have 
suspicions. 

ne does not want to create 
hypochondriacs, of course, but 
house organs can perform a use- 
ful service by Cnegies out into 
the open the health fears of 
workers, and telling them what 
to do. People are divided into 
two kinds: those who go to the 
doctor too often and those who 
don’t o often qnough. 


1 
oa. issue of Cover, journal 
of The Provincial Insurance 
Company, is devoted to the com- 
pany's Golden Jubilee. It is a 
conventional history, but pre- 
sented with dignity and grace. 
ok * a 
A recent issue of the Weir 
Bulletin (G. & J. Weir Ltd, 
Glasgow) contained an article on 
the work of the publicity depart- 
ment and, inter alia, explained 
why the company advertises 
although it is so well known. In 
addition to the obvious reason 
for continued salesmanship in 
print, advertising is carried out 
in the trade and technical press 


ment, we are also 


potential users of our equi 
making 
possible for those journals 


How head o 


e¢ works was ex- 
plained in t Bony issue of 


O Cover.” publis ed by the Pro- 
vincial Insurance Co. 


obtain and publish editorially 

the news of industry that we 

require for our own informa- 
tion.” 

This very sound reason one 
rarely sees admitted so candidly. 
* * 

The C.A.C. itl (Cape 
Asbestos Group) asks for its 
readers’ help. ointing out . 

phrases such as “keen 
mustard” and “good as gold” 
help to publicise mustard and 
gold jewellery, an article deplores 
that common parlance has given 
no aid to the asbestos industry. 
For example (I uote) the youth 
who resists his love’s oy of 
passion is not universa re- 
garded as “asbestos rae | 

Suggestions for common 
phrases are invited. 

* 1 * 


I must pass on to you the 
neatest type-picture I have ever 
seen, though it is a bit unjust to 
Printers’ Progress (Leagrave 
Press) to introduce the journai to 


you with such a trifle: 
's Christmas card 
to his daughter: 
Girls who eat their spinach 


have legs like this !! 
Girls who ride horseback have 


legs like this 

Girls who get Soak have legs 

like this \( 

Girls who use good judgment 

have legs like this X 

This journal also tells how one 
of the bright young men made 
use of a quotation from the 
Bible —_ ¢ saw in an adver- 
tisement came the paper 
people. This oan the quote: 

“And the King spake and 
said to the wise men of Baby- 
lon, Whosoever shall read this 
writing and shew me the inter- 
pretation thereof, shall be 
clothed with scarlet, and have 

a chain of gold about his neck, 

and shall be the third ruler in 

the Kingdom.” 

The bright young man cut it 
out and sent it to a customer 
whose writing was Po pnd 
difficult to read. copy re- 
ceived from that customer 


since been typed! 
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WHY? Because the Esquire reader is 
above all a good liver. He’s no arty intellectual. 
He’s no solitary recluse. Neither is he a penny 
pincher. He has both the inclination and the means 
to share in the better living of this green and 
pleasant land. 

Esquire is unique. It is the Man’s Magazine 
par excellence, because it offers the pick of evory- 
thing in the way of fiction, articles, cartoons, colour 
plates and features on every possible subject of 
interest to the man who knows how to live and 
has the means to indulge his fancies. 


q 


3/6 


MONTHLY 


*% WATCHES, PENS 


olen 


THE MAGAZINE FOR MEN 
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& FOOTWEAR 


and, of course, 
Shirts, Collars, 
Socks, Gloves, Un- 
derwear and, in 
fact, anything from 
a White Tie to a 
Brigade of Guards 
Suspender. 


& LIGHTERS 


As well as buying gifts for him- 
self, Esky is continually buying 
things By his 

He is the 
younger genera- 
tion’s favourite i 
uncle. 


CARS & ACCESSORIES “* TOILET REQUISITES 


The Esquire reader is a car 
owner. He’s driven many makes 
of car in his time 
and he'll drive 
many more before 
he finds himself in 
a well-upholstered 
bath-chair. 


* CIGARS, CIGARETTES, 


PIPES & TOBACCO 


The Esquire reader = 


keeps a large stock 

= everything 
that goes 

up in plea- 

~ urable 


Advertisement Director: 

Archie Campbell, 39, Moos 
Brook Street, London, W.!. 
Telephone Hyde Park 9521 


ADVERTISER'S WEEKLY 


€aquite PUTS THE MAN 
IN THE MOOD TO BUY! 


*% HATS, CLOTHES 


* HOME PLEASURES 


T.V. and Radio, Record- 
Collecting, Gardening, Photo- 
graphy, Movie-mak- 

ing, Books and Pic- 

tures. If a man hasn't @ 
a hobby, Esquire will ° 
provide him withone, [4 


* WINES & SPIRITS 


Esky is a bon viveur. He drinks 
the Finest Wines, the Best 
Liqueurs. He freely 

dispenses Whisky, 

Gin and Rum, and 

is a firm believer in 

the merits of both 

Port and Brandy. 


Hair Brushes, 
Shaving Brushes, 
Shampoos, Razors 
and everything that 
oes to make aman ( 
eel as smooth as 
Beau Brummell 
himself. 


* SPORT, TRAVEL 
& HOLIDAYS 


Huntin’, Shootin’, 
Ridin’, Fishin’— 
they're all in 
Esky's repertoire, 
And when he 


abroad its 
or on busi- 
ness, by land or 
sea on holiday. 


GUARANTEED 
CIRCULATION 


75,000 


FIRST ISSUE 


OUT MAY 14 


COMPLETELY SOLD OUT 
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TIT-BITS continues to break sales and advertisement records! Now comes another big 
expansion! With sales over 1,000,000 weekly the influence of TIT-BITS on family 


purchasing power will be even greater! And there will be a big bonus for the increasing 
numbers of shrewd advertisers who book well ahead ! 


ey 


or, 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LIMITED, TOWEH® | 
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TIT-BITS is still one of the most economic propositions among mass selling weeklies. At 
£320 a page (from June Sth, 1954) TIT-BITS will have a rate per thousand of less than 6/5d. 
IF YOU WISH TO MAKE CERTAIN OF SPECIFIC DATES THE EARLIEST 
POSSIBLE NOTICE IS NECESSARY. 


HOUSE, SOUTHAMPTON STREET, LONDON, W.C. TEMPLE BAR 4363 (40 lines) 
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EOLKESTONE 
TRADE 
HAIR 


Saturday MAY 8 — Saturday MAY [5 
Open 2-9 p.m. Daily 
Timed for the beginning of the Holiday 
Season, the Peak Selling Period of the 


Year, Kent's outstanding 1954 Exhibition 
offers many special features for Exhibitors 


FOR FULL INFORMATION PLEASE CONTACT 
D. ALLAN WRIGHT, Managing Director 
BIRLINGS (kent) Lt., 


6 WOLSELEY ROAD, ASHFORD, Kent 
Telephone: ASHFORD 701 


A.B.C. 


B= TET STE rsssiy sie sain 
Associated Ken! Newspapers 


Advertisement Representatives 
€. W. Player, Led., 30 Fleet Screet, £.C.4 
(Central 2786) 


Technical articles of real interest to engineers 
and executives appear regularly in the new 
monthly Mechanical World. If your products 
appeal to the Engineering Industry, send for 
free specimen copy and rate card. 


Mechanieal Worl 


~ AND ENCINEERING RECOR 


Published monthly in London and Manchester 


Emmott & Co.Led., 50 Temple Chambers, T: A .6.C4 
Manchester Office: 31 King Street West, Ressor 3 


ot lle z - f 
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Public Relations 


Language without tears— 
a new, free PR service 


To facilitate the task confronting advertising agencies when 
making telephone calls to the Continent a free service has been 
organised by a London firm. 


| 


URING recent months the 
Milhado organisation has 
been asked by advertising 
agents to put through a tele- 
phone call to associates or a 
publisher located on _ the 
Continent. 
Why? Because, as the Milhado 
Minutes, published quarterly, 


| puts it, “we are fortunate enough 


to be able to talk the language 
concerned, whereas very often 
space-buyers or directors of 


| agencies can only speak English, 


| Channel the 


whilst on the other side of the 
people can only 


| speak their own language.” 


The M.M. announcement then 
goes on: 

“We would like advertising 
agencies to know that in urgent 
cases, when they want to contact 
overseas publications within a 
matter of hours or when they 
want to tell their associates some- 
thing urgently, the Milhado 
organisation will be delighted to 
telephone for them in the lan- 
guage of the country concerned. 
We consider this a small service 
we can do for agencies and, of 
course, except for the telephone 
cost itself, there will be abso- 
lutely no charge whatsoever. 

“We would like to point out, 
however, that we have to restrict 
ourselves to four languages, 
German, French, Dutch and 
Flemish, so if you have a rush 
job and want to telephone the 
Continent, don't hesitate, the 
Milhado organisation is at your 
disposal.” 


Selling stetsons 


When 1,300 Texans arrived at 
Denham Studios for the recent 
Anglo-Texan barbecue a surpris- 
ing number of them wore 
Western-style hats. 

To make sure that this par- 
ticular ornament of the West 
would not be absent from the 
event (and also to win the head- 


Sir Alfred Bossom, M.P., presents 

a hat to one of the successful 

contestants in the competition 

organised at the recent Anglo- 
Texan barbecue. 


gear a lot of friends via effective 
public relations advertising) the 
John B. Stetson company sent 
five of their latest styles to be 
given away at the barbecue. A 
draw was held for the hats, 
and five lucky Texans wore them 
for the remainder of the 
programme. 

The hats are in the “High 
roller style, with a new crease 
known as the lazy eye crease,” 
according to George Mitchell, 
sales manager of the Inter- 
national Division. Helping with 
the hats at this end were 
Failsworth Hats Ltd., stetson 
manufacturers under licence in 
England. 

Sir Alfred Bossom, M.P., mem- 
ber of the Anglo-Texan Society 
and Honorary Citizen of the 
State of Texas and the City of 
Dallas, made the presentation to 
the winners. A Texas oil and 
cattle man also sent a stetson to 
Don Robinson, editor of the 
American Daily. And Nieman- 
Marcus, the Dallas department 
store, sent another which, how- 
ever, did not arrive in time. 


No smoking 


As part of the 
campaign organ- 
ised by the Solid | 
Smokeless Fuels | 
Federation an ex- 
hibition was re- 
cently staged at 
Charing Cross 
Underground 
station. Public re- 
lations is handied 
by Fordham Sad- 
ler Advertising 
Ltd. 
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4S u SE ee Te 
B.E.T. bus advertising gets results! Could there 
| be a better reason for including any medium on \ 


\ _ J 
your schedule ? \ 


7,000 buses serve 23 million people in the pros- 
perous areas of Tyneside, Lancashire, Yorkshire, 
the Midlands and South Wales. Campaigns can 
be planned to reach either the whole, or a NS 
selected part of this market which includes city, 

urban and country districts. 


The needs of both large and small advertisers are 
carefully catered for, and the low cost of B.E.T. 
bus advertising makes it an essential part of any 
planned campaign. 


BR 


BUS ADVERTISING © 


The Advertisement Department, 


The B.E.T. FEDERATION LTD., Stratton House, Piccadilly, London, W.!|. Tel: Mayfair 8886 
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Review of Advertising Films 


Gilbert learns the 
export business 


ILBERT HARDING, 

splendidly irate in the 
role of Don Quixote taking a 
tilt at the windmill of red 
tape, makes a credible export 
manager in LC.L’s “Get Off 
The Hose.” 

The film aims a heavy. blow 
at the hideous amount paper 
work confronting a firm with an 
export trade. Import licences, 
consular papers, B.o.T. clear- 
ances, etc., all come under sharp 
attack in a vein of mocking, 
humorous despair. Businessmen 
will recognise their own prob- 
lems in the series of situations 
which beset Gilbert Harding and 
his staff. 

Whether the film will-do any- 
thing to arouse anybody to cut 
down the form-filling seems to 
be questioned by the film itself. 

et Off The Hose” was pro- 
duced by Verity Films Ltd. 
Reasiag time is minutes. 


oa 
NILEVER ae No. 5 
takes its audience to Hobbs 
Cross, where British Oil & Cake 
Mills Ltd., run an experimental 
farm. Pigs, cows, and oe are 


By PAUL NUGAT 


shown to be the subject of the 
most careful scrutiny in a con- 
tinual effort to improve quality 
and increase the profits in 
scientifically-managed farming. 

Perhaps the highlight of this 
24-hour farm visit is the filming 
of a birth of a calf, which has 
aot before been recorded on 

m. 

Produced by Editorial Films, 
the film has a running time of 
20 oe 


* 1 


as, Mido of the steel 
industry owes somethin 
to the ardour with whic 
regional scrap drive committees 
have campaigned for the collec- 


a 2 of a 

House That Jack 
Built” Fa have a first-rate pro- 
paganda film—as forceful as any 
sponsored by M.O.1. during the 
war. Larkins Studio Ltd., have 
devised a symbolic figure in 
“Jack Scrap,” who (to the accom- 
paniment of “hot” music) 
punches home the vital import- 


Import licences, consular papers—forms upon forms u 
stare Gilbert Harding bleakly in the face as in “Get Off 
attempts to sell to those in distant places. 


ance of keeping up and bettering 
last year’s nine million ton 
collection. 

The film is a five and a half 
minute Technicolor cartoon, 
sponsored by The British Iron 
& Steel Federation. 

* * * 


TREMENDOUS  documen- 

tary has been made by the 
Shell Film Unit. Titled “The 
Back of Beyond,” this epitomises 
Man’s struggle to hold his own 
against the desert of inland Aus- 
tralia. SEND . out } ne 300 


forms— 
he Hose” he 


miles a thin line of cattle sta- 
tions link Birdsville in Queens- 
land with Marree in South 
Australia. The Shell people 
have given us an intimate study 
of the life of a truck driver, a 
vivid impression of life on these 
stations, the desert which iso- 
lates them and the fortnight 
hazards of the old truck whic 
challenges sand drifts, sand 
storms and occasional floods to 
deliver mail and supplies. 

Here is that rare thin 

@ Continued on page 


PRESBURYS 
Service 


Write to us—or, better still, come and see us— 
and we shall be happy to give you the statistics. 
But don’t forget—we know that advertising 
means people. And you know it too. 


You know who your people are. 


This is where Presburys come in. 
our job to offer our clients the vast advertising medium of 
the Independent cinemas—the biggest circuit of all; 76% 
of the cinemas in Britain—but to offer it selectively. 
can give you advertising space all over the country, from 
the big cities to the smallest towns, that will speak, as 
only Independent screen advertising can, to your market. . 


PRESBURYS 


FOR PREFERENCE 


Covers the display of Solus and Semi-Solus Films with no restriction on length nor on the number 
of visuals or mentions of your product, and of the shorter Filmlet in cinemas throughout Britain. 


S. PRESBURY & CO, LIMITED, GLOUCESTER HOUSE, 19 CHARING CROSS ROAD, LONDON, W.C.2. 


But do you know where they are? 


At Presburys we make it 


_ Covered Completely 


To cover your market completely you must reach your people. They may be 
agricultural workers or housewives ; miners or professional men; middle-aged, 
comfortably off couples, or fashion-conscious girls from shops and factories. . . 


We 


Gy) 


Telephone: WHitehall 3601 
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Second sense of touch.... 


The sense of touch nature gave man is quite insufficient for 


= ihe to-day’s exacting science . 


Polished machinery parts, moving closely on other surfaces 
such as pistons in cylinders or axles in bearings, have 

to be tested thoroughly for smoothness, to ensure better 
running, more endurance, longer life... . 


So where nature's sense of touch failed, Philips Research 
created and perfected man's second sense of touch: 
Philips’ electronic roughness tester. 


This electronic device scrutinises polished surfaces and indicates 

any default in the smoothness of the surface. 

Philips electronic roughness tester, “second sense of touch”’, 

renders brilliant, important service to machine-building 

% For all information please apply to the and many other industries, besides being another proof of 
Philips organization tn your country. the many-sided activities of Philips Electrical Industries, 


CONTRIBUTE TO THE BETTER LIFE OF TO-MORROW 


ELECTRONIC VALVES - INCANDESCENT, FLUORESCENT, MERCURY AND SODIUM LAMPS - RADIO AND TELEVISION RECEIVERS - MEASURING APPARATUS 
ELECTRIC DRY SHAVERS - HOUSEHOLD APPLIANCES - X-RAY APPARATUS - H. F. GENERATORS - WELDING MACHINES - AMPLIFIERS .CINEMA EQUIPMENT 
RADIO AND TELEVISION TRANSMITTERS - TELECOMMUNICATION EQUIPMENT - AUTOMATIC AND LINE TELEPHONY INSTALLATIONS - TAPE RECORDERS 
aoe ne 


Another example of the interesting series of Philips institutional International Advertising 
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‘Miller-Kent’ 


INTERNALLY 


LIGHTED FLOWERS 


Beautiful and in perfect taste. 
Groups in Vases, Flower Pic- 
tures, Sales Display Units. 
Absolutely practical, fully 
guaranteed. 
See examples at Showrooms: 
53 Wilton Place, Knightsbridge, S.W.! 
SLO 7865 
Patentee Producer: A. j. MILLER, Hartlip, Kent 


TAKE 
- AND 


ling colour process for 


a Ss EE pastoqrennen, yieldin, 


lours. Ferraniacolor can be easily proces- 


natu 


RESULTS 
SAME 
= DAY 


co 


a a 


16mm. Films can serve you 
Yes, they can sell, make 
an involved subject simple, 
and promote your goodwill. 


Your difficult problem may 

be just routine for us— 

our teams are experts on 
industrial films 


"phone, call or write 
STANLEY SCHOFIELD 
PRODUCTIONS LTD. 


The Specialist Producers of l6mm. Films 


6,7 & 8 Old Bond Street, 
London, W.|! 
MAYfair 4642/3 


EoP/97 


forraniacolor 


FERRANIACOLOR is the latest and most thril- 


fessional and amateur 
utiful transparencies in 


weeks, whilst films 

laboratory. 
are available in 35 mm. 20 exposures, 
iia. ok 4" x fai plus 3/- 


MERCURY 
DISPLAYS 


LIMITED 


WORKS & ADMINISTRATION 


EASTWOOD $= STREET, S.W./6. 
Tele: STREATHAM OS 


EXHIBITIONS 
DISPLAYS 


SILK SCREEN 
PRINTING 


AND 


PERSPEX 
FABRICATION 
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* REVIEW OF ADVERTISING FILMS -continuea 


Shooting “The Back of Beyond,” in the opinion of Paul Nugat a 
“tremendous” documentary about Australian cattle stations by the 
Shell Film Unit. 


prestige picture which will not 
sell a rop of the sponsor's 
products. It will, however, re- 
dound to their credit and no 
doubt earn an international award 
at some film festival. 

Running time: 66 minutes. 
ok ok * 
WHEN THE representative of 

R. A. Lister & Co., Ltd., 
went to the Soviet Union with 
the businessmen’s delegation he 
took along a copy of the firm’s 
new film, “Wool—From Shearer 
to Grader.” This 23-minute film 
in Kodachrome, produced by 
Technical & Scientific Films Ltd., 
must have spoken more elo- 
quently than mere words via a 
translater. 

The film is instructional in the 
use of the firm's three different 
shearing sets, shows the impor- 
tance of using the correct comb 
and the maintenance at all stages 
of the wool in prime condition. 
In Britain the primary audience 
target are the many hill farmers 
who still keep to hand shearing, 
despite the heavy call it makes 
on time and labour. 

a * cd 
HERE ARE some good shots 
of the Monte Carlo Rally — 
the first major road racing event 
of the year—although the main 
subject matter of “Objective 
Monte Carlo” has been filmed 
before. In this 22-minute film, 
produced by Danny Carter 
for Christine Bruce Productions, 
the emphasis is upon the superb 
coach which brought baggage 
and competitors’ wives to the 
sunny South of France. 

To my mind, the commentary 
spoken by McDonald Hobley is 
marred by attempts at humour 
(which are facetious rather than 
funny) and a piece of unskilful 
advertising, which sticks out like 
a sore thumb. 

ca * ok 

N “Coal—Our Wasting Asset,” 

the National Coal Board 
sharply rebukes our profligate 
use of coal. Nobody is spared. 
The railways, the belching in- 
dustrial chimney stacks, and the 


How to waste coal. 


private citizen come in for a 
sharp rap on the knuckles. 
Examples of waste and better 
utilisation of coal ought to be 
familiar to us all by now, but 
expressed in terms of the 
dangerous working life of a 
miner, his efforts are shown to 
be wantonly wasted. 

Pictorially, this 10-minute film, 
produced by Data Ltd., makes 
a striking visual impression. 

ok na * 
HELL have celebrated the 
first 50 years of flight with 
a carefully researched compila- 
tion film (with the help of the 
Royal Aeronautical Society) 
showing the major events which 
have influenced aeroplane design. 

Titled “Power Flight” the 
story is very good. However, 
after 54 minutes of aviation 
history, one notices the absence 
of any visual or verbal reference 
to the more merciful pursuits of 
aeroplanes, such as crop spray- 
ing and flying medical services, 
to mention but two. While not 
instrumental in furthering faster 
and safer flight, it would have 
been pleasant to have been re- 
minded somewhere in the film 
that aeroplanes have a value be- 
yond lifting passengers, freight, 
or bombs. Teoverthe ess, historic- 
ally this is a most valuable film. 
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will expand the market 


India’s development plan 


621 


Te neglect advertising in India may result in the loss of a | 


valuable market. Big advances are being made in the industrial- 
isation of this highly complex nation. 


THE GENERAL opinion 
among businessmen in 
India is that a recession in 
trade of several months’ dura- 
tion is now nearing its end. 
If existing tendencies are main- 
tained and India is not forced 
to spend large sums on arma- 
ments, prospects for the future 
should be more favourable 
than for a long time past. The 
plentiful rains in the south 
after six years of drought add 
to the present atmosphere of 
optimism. 


Varied problems 


rd profession that advances 
rapidly in a short space of time 
usually comes to a temporary 
halt in order to gain momentum 
for the next forward movement. 
This is the present position of 
advertising in India where, inci- 
dentally, the special need of the 
moment is first-class copywriters. 

To view advertising in India 
with condescending eyes indicates 
ignorance. The problems of 
marketing and selling in this sub- 
continent — languages, climate, 
illiteracy, customs, health and 
hygiene, research, packaging, dis- 
tribution, tampering, etc.—are 
much greater and infinitely more 
varied than in the West. That 
progress has been relatively swift 
reflects credit on all concerned. 
Yet there is much still to be 
done. 

There are so many elements 
comprising the Indian population 


that there is no “national type” | 
as such. Differences are so | 
marked that one is driven to the | 
conclusion that India is not one 


INDIA 


country but several. The English 
language, therefore, has been, 
and is, of inestimable value in 
the business world. 

The principal daily newspapers 
differ from ours in that trade 
advertising is carried in addition 
to consumer advertising. 

The Indian Society of Adver- 
tisers has only been in existence 
3 a year and has a membership 
of 38. 


Increased food 


“The outstanding achievement 
by India in 1953,” declares a 
statement recently issued by 
J. K. Michie, chairman of the 
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National Bank of India Lid, 


“was the increase by five million | 
tons in her food production. | 


This has been the result of 
nation-wide efforts begun some 
years ago and pursued with 


vigour, coupled with the end of 
a series of poor monsoons par- 
ticularly in Southern India. This 
@ Continued on page 622 


This BOAC photograph shows a typical Indian street scene. So 
many elements comprise the population that from a marketing stand- 
point India may be regarded 


not as one country but as several. 


FIRST! 


IN 1953, AS ALSO WAS THE CASE IN 1952, 
THE VOLUME OF PAID DISPLAY ADVERTISING 
IN THE HINDU WAS LARGER THAN THAT 
ANY OTHER NEWSPAPER IN 
WHOLE OF INDIA. 


OF 


THE 


THE COST-PER-INCH-PER-THOUSAND- 
COPIES OF THE HINDU IS LESS THAN THAT 
OF ANY OF THE OTHER ENGLISH-PRINTED 
NEWSPAPERS IN INDIA. 


THE CERTIFIED NET SALE OF 


THE HINDU 


IS THE LARGEST OF ANY ENGLISH- 
PRINTED DAILY NEWSPAPER IN 
PUBLISHING FROM ONE CENTRE. 


THE steam HINDU 


INDIA 


— FIRST in the esteem of the newspaper-reading 
public who seek the news of the day, reported 


faithfully and fearlessly. 


—FIRST daily newspaper in Asia to print 
advertisements in up to four colours. 


—FIRST by every standard that a good news- 


paper can be judged. 


FOR THE DISCERNING READER— 
FOR THE DISCRIMINATING ADVERTISER 


1e76 


(Proprietors: Kasturi & Sons Lid.) 
PRINTED IN ENGLISH AND 


Delhi, 


PUBLISHED DAILY IN MADRAS 
Head Office: MADRAS. Branches : New 


Kozhikode, London, New York. 


Bombay, Calcutta, Bangalore, 


London Representative: H. H. BENNETT, 


2 & 3 SALISBURY COURT, LONDON, 


E.C.4. Central 7800. 


Also published by Kasturi & Sons Ltd. 


SPORT & PASTIME 


The week-end illustrated magazine with 


widespread circulation an 


multiple 
readership. 
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ADVERTISER'S WEEKLY 


EXPRESS NEWSPAPERS LTD.—— 
Largest circulation—Widest coverage 


BOMBAY, MADRAS & DELHI 
“THE INDIAN EXPRESS” * 

The influential Nationalist daily 

“THE SUNDAY STANDARD” * 
Highest net sales of any paper in India 

BOMBAY 

“LOKASATTA” * 

Highest net sales of any Marathi daily 


“SUNDAY LOKASATTA”* 


Highest net sales of any Marathi daily or weekly 
“SCREEN”* “HINDI SCREEN” * 
Foremost English and Hindi film weeklies 

MADRAS 

“DINAMANI”* 

Highest net sales of any Tamil daily 


“ANDHRA PRABHA” * 


Highest net sales of any Telugu daily 


“DINAMANI KADIR” * 


Popular illustrated Tamil weekly 


“ANDHRA PRABHA ILLUSTRATED WEEKLY” 


India’s leading Telugu periodical 
DELHI 
“ JANASATTA” * 


Hindi daily 


“SAPTAHIK JANASATTA” 


Hindi weekly * Members of the Audit Bureau of Circulations 


For advertisement rates, specimen copies, etc., apply to:— 
M. E. N. NETSCHER, 

Sole agent for U.K,, U.S.A. and Europe 

2/4 Brittons Court, Whitefriars Street, London, E.C.4. 


Tel.: CENtral 3364 


The Truth about 


Advertising 


by Robert Brandon 


A book which those who spend hard 
cash on commercial advertising 
should certainly read. A book so 
worth 16/- to any business man who 
is concerned with spending his an- 
nual appropriation wisely and well. 

Techniview. 


Presents many interesting and some little | The potentialities of the Press, the r, 
known facts about advertising, public re- the film, the exhibition, direct-mail lecter 
lations and propaganda—and about the and commercial broadcast are all under- 
mothods used in all three. . . . Not easily standingly reviewed; while psychological 


reactionsand the influenceol advertisingon 
cost and value-for-money distribution are 
explored in the light of long experience. 

Sheffield Telegraph 


put down,... He has challenging things to 
say... absorbing, informative, inspiring. 
World Press News. 


Mr. Brandon knows « at deal ebout | His | shrewd comments and hints on 
vertis ‘erta advertising practice make this volume an 
— sched mee 5 Oe autho ve and useful guide. 


Art and Industry. Times Review of industry. 


Cheap edition 8/6. Now on sale. pp. 260. Fully indexed. 


From your bookseller. CHAPMAN and HALL 
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does not mean she has achieved 
self-sufficiency, for it is estimated 
that this increase hardly meets 
the needs of her present popu- 
lation on the basis of 1939 con- 
sumption per capita, although 
buttressed by her purchase of 
rice from Burma, it at least puts 
her in a position in which she 
can buy further requirements at 
her own time.” 

In the second progress report 
on the Five Year Plan, the 
Planning Commission has stated 
that the stabilisation of India’s 


|} economy with the maintenance 


| out that it mig 
justice that the immediate aims 


of control over the price situa- 


| tion and increased agricultural 


and industrial production are the 
two outstanding achievements 
during the first three years of 
the plan. The commission, in a 
review of the ae. points 

t be said with 


have largely been achieved. 
Change for better 


It is essential to view this 
progress in the light of the back- 
ground under which the plan 
was drawn. The dominant fac- 
tors then were fear of inflation- 
ary pressure overwhelming the 
national economy, rising imports 
of food, depleted supplies of 
jute and cotton, and 2 ond all 
a difficult balance of payments 
position. The Korean war ac- 
centuated the difficulties. 

Since then the position has 
changed for the better and listed 
here are some of the salient 
features of the achievement. 

Projects that are in progress 
and will go into production this 
year are machine tools factories 
at Jalahalli, Mysore State; Indian 
Rare Earths Ltd., of Travancore; 
U.P. government cement factory; 
N.E.P.A. Mills Limited in 
Madhya Pradesh; penicillin fac- 
tory; D.D.T. factory; Hindustan 
Cables Ltd. and the Bihar 
overnment’s superphosphate 
actory. 

As a result of the agreement 
concluded with Krupps and 
Demag for financial and tech- 


Important: ads 


HE MANY and diverse 

development projects which 
are planned to go forward in 
India will call for a great deal 
of machinery and other capital 
goods. 

The first Five Year Plan, de- 
signed to raise the national in- 
come, contemplates an expendi- 
ture of Rs.2,069 crores, spread 
over five years ending in 1956. 


Some 44.6 per cent of the total 
was allotted to the development 
of agriculture, irrigation and 


power projects, and a further 24 
per cent for transport and com- 
munications. New schemes 
costing between Rs.150 to Rs.175 
crores have since been included 


collaboration, 
Government-owned s 
will come into being in the next 


nical a 


steel 


new 
plant 


few years. Expansion schemes 
of the Tata Iron & Steel Com- 
pany and the Mysore Iron and 


HERE was a time when) 
notwithstanding the na-‘ 
tional movement to promote] 
the use of indigenous pro- 
ducts there was a marked 
preference for the superior 
¢quality of the imported 
article. The tendency was so‘ 
marked that some manufac-j 
turers fought shy of acknow-4 
ledging the fact that their 
goods were “Made in India.” } 
*A Government directive now, 
however, makes it imperative 
that the country of origin) 
*should be clearly marked, and¢ 
in any case, the preference for 
imported merchandise is not, 
as pronounced as it once was.¢+ 
4 In this shift, the improve- 
ment in the quality of Indian 
manufacturers has played a 
,notable part. Mention must} 
also be made of the excellent 
*work now being done by the 
sindian Standards Institution} 
»which is greatly helping in the { 
up-grading of quality. 4 
There is no doubt that 
*quality consumer goods will + 
{continue to find a market in 
India for a long time to come. 


Report from Indian Institute of Art ‘ 
, in Industry. 


Steel Company are in progress. 
The Indian Iron and Steel Com- 
pany was helped by the Govern- 
ment of India to obtain a loan 
of 31.5 million dollars from the 
World Bank for its expansion 
programme. 

Work has already begun on 
the two oil refineries to be set 
up on the Trombay Island by 
Burmah Shell and Standard 
Vacuum Oi] Co. An agreement 
has been reached with the Caltex 
company regarding a third oil 
gs Be is to be located 
at Vishakhapatnam. 


in India should 
stress after-sales service 


in the plan. 


Obviously, therefore, this order 
of expenditure offers a splendid 
opportunity for expanding sales 
of capital goods. 

In these circumstances, it is 
clear that a large part of the 
advertising effort for capital 
goods will have to be directed to 
the institutional buyer. As in 
any branch of selling, the man 
on the spot is of paramount 
importance. 


It is equally necessary that the 
Indian buyer should be assured 
that efficient after-sales service 
would be available—a _ point 
which needs to be carefully 


borne in mind in advertising. 
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Ad Man’s Bookshelf 


How to make photographs 


larger with success 


Photographic Enlarging, by David 
Charles, published for Amateur Photo- 
grapher by Uliffe & Sons Lid., at 6s, 

NLARGING, says __ the 

author of this popular 
handbook, is not a luxury but 
a necessity for the photo- 
grapher to-day, and an en- 
larger is the essential comple- 
ment of the modern hand- 
camera in his equipment. 

This little book, packed with 
information on the subject of 
enlargers and _ enlarging, is 
written in a style that is prac- 
tical and straightforward but 
thorough. The process of en- 
larging is fully explained, all the 
equipment, accessories and 
materials needed are described, 
and helpful advice is given on 
making a start, dealing with 
troubles, using special methods, 
and so on, 

Many easy-to-follow diagrams 
are included, and there are also 
a number of useful photographic 
examples to show what can 
done in enlarging and what 
should be avoided. 


Going over the 
past easily 


Historic Britain, Advisory Editor, 
Graham Fisher, Odhams Press Lid., 16s, 
HIS book sets out to show 
how the wayfarer in Britain’s 
countryside can piece together 
the things he sees on his journeys 
and so reconstruct the story of 
the past. Into 320 pages nearly 
250 carefully selected illustra- 
tions have been packed and the 
whole oduction is a very 
creditable example of the prin- 
ters’ craft—quite apart from its 
educational and tourist value. 

A feature of the book is the 
manner of presenting the pic- 
tures, These are not given a 
brief caption with further details 
embedded in the main text but 
are given full captions sc that 
each picture is a complete story 
in itself. 


Guidance on 
type spacing 


Finer points in the spacing and 


arrangement of type, by C 
Dowding, Wace & Co., Lid., 5s, 6d, 
HIS is the first of a set of 
primers for students of typo- 
graphy and as a leaflet puts it, 
“Author, publisher, papermaker, 
printer agreed to forget about 
ote to put this first-class text 
ook within the reach of every 
student of typography.” The 
papermaker involved was Spicers 


Ltd., and the printer was Benham 
& Co., Ltd. 

Clear guidance ig given on a 
wide range of vexing problems, 
e.g., spacing after full points and 

fore and after other marks of 
punctuation, the right treatment 
of quotation marks, their omis- 
sion, design of face, weight and 
colour, etc. 

In itself this 80-page booklet is 
an example of everything that 
is propounded by the author. It 
is a must for everyone who has 
anything to do with the design- 
ing of press advertisements and 
printed publicity of all kinds. 


All about 
hospitals 


N format and general sco 

the contents of the recently 
published Hospitals Year Book, 
1953-54 (price £2 2s.) follows 
substantially the pattern of the 
previous edition. One major 
change, however, is the omission 
of the detailed bed and patient 
statistics for each hospital 

The resultant saving of space 
has made possible the adoption 
of a number of suggestions re- 
ceived for the publication of 
additional matter, including the 
provision of a separate index to 
special hospitals. 


Medical schools 


Another recent publication 
having a bearing upon health 
factors is the first World 
Directory of Medical Schools. 
Published by the World Health 
Organisation, this lists the more 
than 500 medical teaching insti- 
tutions now open throughout the 
world, in 84 countries and terri- 
tories, and gives essential data 
about each of these schools. 


British advertisers anxious to 
increase their trade with 
Denmark should investigate the 
possibilities of EKSTRABLADET, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Full details from 


CRANE-DEBENHAM LTD 


69; FLEET STREET, LONDON. EC 4 
Central 2811 


ADVERTISER'S WEEKLY 


Unusual Free Lance Service 


CREATIVE 
TALENT 
BY THE DAY 


Of particular interest to Agencies with important new assignments 
and limited creative resources: also to Advertisers who wonder 


OU can now hire ex- 

perienced creative 

brains by the day—get 
original but responsible cre- 
ative thinking on problems 
without increasing your 
permanent overheads. The 
men in this Group have held 
top jobs in advertising and 
their service is broad: it 
covers basic planning, sales 
organization, copy, layout, 
design, print, direct mail, 
and exhibitions. It is not 
just another art service. 


Because they have the ex- 
perience and ability to get 
to grips with the problem 
quickly, their charges are 
not high. This means the 
Group can probably break 
the back of the campaign 
for 4% or 1% of the 
appropriation leaving 14% 


or 144% to cover the 
contact and mechanical 
functions. 


It is a basic principle of 


the Group that it will not 
divulge the names of Agents 
and Advertisers for whom 
it works. Whilst depriving 
the Group of its best sales 
argument this policy at 
least guarantees the 
security of its clients in a 
highly competitive field. 


If you have a problem 
campaign let the Group 
have a go at it. Provincial 
Agents who have clients 
who are on the verge of 
going National might bene- 
fit from having the counsel 
of the Group; in advertising 
it’s easy to be a Goliath— 
it’s the Davids that have to 
throw them straight and 
hard, first time. 


Write or send a business 
card for a more comprehen- 
sive statement of the Group 
services. They are fairly 
complete and cover pretty 
well every phase of adver- 
tising. 


ALPHEGA GROUP LTD. 


114 WIGMORE STREET 
LONDON, W.1 
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ADVERTISER'S WEEKLY 


The fast developing trend of 


EW COMMODITIES have 

experienced such sweeping 
changes in marketing technique 
since the war as the biscuit— 
and the package lies at the 
heart of it all. 

Up to the beginning of the war 
biscuit pre-packaging was virtu- 
ally unknown yet it now seems 
likely that the overwhelmin 
bulk of the industry’s output wi 
be offered to the public in that 
form ere long. The advertising 
significance of this cannot be 
overlooked . . . especially as big 
stores are recognising the 
immense retailing convenience of 
biscuits so packaged. 


Saving time 


The successful lamination of 
greaseproof, glassine and imita- 
tion parchment to folding box- 
foand te the United States was 
the key to the door which opened 
up all the possibilities inherent 

unit king, to an industry 
which still relied on the retailer 
to weigh and pack each indi- 
vidual sale. is development 
coincided with the growth of 


and labour that was being spent 
on the sale of loose biscuits. 


See the contents 


That consideration is deter- 
mining the swing over to biscuit 
pre-packaging in this country 
and the firm of Meredith & Drew 
can claim to have pioneered the 
way. Through their advertising 
they have made the public con- 
scious of a pack the contents of 
which could be seen yet handled 
without contamination. 

To-day a majority of the 
manufacturers devote at least a 
part of their output to individual 
packs and many advertising cam- 


Taking the 
biscuit 


iscuit 
our PACKAGING CORRESPONDENT who 


ng is outlined by 

draws attention 

to a new method of retailing 
chicken meat. 


paigns are planned to make the 
consumer “pack conscious.” 
By establishing a “family” de- 
sign the seller is able to get the 
“consumer. recognition” which 
was lacking in the old hand and 
paper bag method, and by con- 
sistent pictorial featuring in their 
advertisements this “recognition” 
can be built up. 

There are four main methods 
of preparing biscuits in this way 
for the retail trade: 

© Sealed in a trans nt wrap 

and placed in a folding box. 

@ Heat sealed in a printed 

transparent wrap. 

© Packed in corrugated grease- 

proof paper and then over- 
wrapped in a _ material 
consisting of glassine wax 
laminated to resemble parch- 
t. 


men 

® Placed in a tray of grease- 
proof laminated board and 
given a transparent substance 
over-wrap. 


Without the glue 


The industry has still to decide 
which method gives it the best 
results and no doubt all the 
above and a few new ones will 
have their share of this new 
market. Recently a new Ameri- 
can machine has come on the 
home market which erects trays 
very quickly by the use of lock- 
ing slits. is obviates the use 
of glued corners, saving money 
and time. The popularity of this 
apparatus is bound to grow and 
is a further important develop- 
ment in the trade. 

This modern trend in biscuit 
packing, with its apeciee e to 
self-service and multiple Bn is 
fully apparent in the colourful 
range of new half-pound unit 
8 —- — os 

, isplay value is to 
stimulate iapelee sales but care 


The colourful 
range of new unit 
packs from 
Wrights Biscuits, 
Lid., is a good ex- 
ample of the 
attractive manner. 
in which biscuits 
can now be offered 
to the shopper. 


ad 
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In the pack for “Country Flavour’ biscuits from Dalkeith Bakeries, 
two very different but equally tempting products are combined in 
a single retailing unit. Moisture- 
proof film ensures hygienic pro- 
tection. Below are four examples 
of modern biscuit packaging. 


has also been taken to give 
prominence to the “Mischief” 
trade mark to tie in with their 
national advertising and appeal 
to those who buy mainly on 
brand name. 


Printed boats 


Direct wraps of “Cellophane” 
cellulose film are used for Nice 
biscuits and other types and 
ee ge four-colour printed boats 
and trays for ginger nuts, short- 
bread and petit beurre varieties. 
The latter often include puzzles 
and drawings printed on the base 
of the carton. On all the packs 
the familiar figure of Wright's 
trade mark appears in various 
forms. 

An original departure is repre- 
sented by their unusually printed 
bags of “Cellophane” cellulose 
film of rather stouter gauge for 

inger crunch and macaroon 
iscuits—two successful new 
lines. 


Tasteful printing 


The bags are reminiscent of 
the film bags for cookies popular 
in the United States, but have a 
clearly “native” flavour due 
largely to the tasteful, attractive 
— . The closure is made 

y fol ing over and heat-sealin 
the top of the bag. When filled, 
the bags stand firmly upright on 
the counter or shelf and make 
stimulating display items. The 
bags for macaroons are printed 
in blue, white and red with bold 
brand name. broad bana at base 


[> @ Continued on page 626 


In the biscuit pre- 
package advertisers 
are presented with 
new ways of show- 
ing off the product. 
The immense re- 
tailing convenience 
of dispensing bis- 
cuits without re- 
sort to scales and 
bag ensures that 
there will be no 
going back to the 
old method. 
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ADVERTISER'S WEEKLY 


Some people shut up like a clam when something new and original is 
suggested. Take display for instance—every day for over 30 years we have 
created new ideas to sell products of infinite variety. The public respond 
to a new approach—an unusual presentation. It is our job to attract 
attention to your product, to punch hard and often at the point of sale. And 
our work is good. We have a fine reputation for first-class screen-printing 
and display. A word on the telephone is your first step to better display. 


(=) Priestleys 


Telephones: Gloucester 22281-4- London TRA 4277-8 - Manchester BLA 3851 + Birmingham CEN 194 « Cardiff 31217 
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ADVERTISER’S WEEKLY 


Where, O where is the perfect 


SECRETARY? 


ADVERTISER'S WEEKLY, 


Somewhere around Fleet Street (or Mayfair) 
there languishes a perfect Secretary whose 
talents are half-wasted. Apart from immaculate 
shorthand, and typing that challenges Layton 
at their best, she is basically intelligent, broadly 
educated and has initiative and judgment. She 
has presence and charm, and can apply pressure 
without becoming a dragon. The Publicity 
Manager, who is looking for this paragon, 
controls the lively and hard-working Publicity 
Department of a large International company 
near Piccadilly. He will pay her well, treat her 
well and above all make her job (and maybe 
his own too) worth having. She should initially 
send a// details of age, education, experience 
and salary required to him at: 


BOX 7162 
180 FLEET STREET, E.C.4 


PACKAGING 
CONSULTANT 


All-in design, print, 
and production for 
fim, paper bags, 
cartons and point of 
sale material. Per- 
sonal service from 
Managing Director 


F. G. CURTIS & CO. LTD. 


Haydons Works, Haydons Road, 
Wimbledon, 8.W.19. LiBerty 4614 
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* DISPLAY «x 
SILK SCREEN 
ASSOCIATED ARTCRAFTS LTD. 


36 WORTH AD., YORK WAY, LONDON, N.7 
* NORTH 3327-8 * 


wrvVvVTrV"T"rr"T YT 


SILK SCREEN ARTS LS 


@7 SHIRLEY ROAD. CROTOOR 
aOoors¢cOmest Ft4t-8 


4iCMETT GRAC 
(AN tHe 
PASTE MAN UHI? 


§PLtOy SEaWC 
) EXPRESS / 
DELIVERY 


Giants ? 


. Photographic enlargements tell 
the’ story ae eee than words. 
for 


Autotype, Brownlow Rd., W.13 Ealing 2691 


a +<—| 


PROSPECT 9097 


FABRICATING “eur” 
LDING 
LETTERING, ETC. 


TRADE INQUIRIES INVITED 
G. PENTON LTO 


© TAKING THE BISCUIT continued 
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and tiny tot figures and those 
for ginger crunch in maroon, 
yellow and blue with a compel- 
ling and humorous illustration. 
The latter is sold by Wright's 
subsidiary company, Golden 
Crunch Ltd. The film bags are 
printed by Colodense Ltd. 

With such a variety in their 
products and packs, Wrights are 
appealing to the tastes and 
requirements both of those who 
buy and those who sell their 
biscuits. 

In another instance, the 
“Country Flavour” pack from 
the Dalkeith Bakeries, Midlo- 
thian, brings forward two very 
different but equally tempting 
products from across the border. 
Reports have indicated that this 
method of selling the two lines 
(Scotch Shortbread and Edin- 
burgh Rock) has been markedly 
successful. 


Whole unit wrapped 


Each product is held in a 
separate cardboard tray lined 
with corrugated greaseproof Paper 
and overwrapped in lo- 
phane” cellulose film. The two 
units in turn fit neatly, side by 
side, in a larger tray and the 
whole unit is overwrapped in 
film. Both inner and outer trays 
are printed overall with a tartan 
design and are quickly assembled 
from the lay-flat card by means 
of tabs and slots. 

Colour design is used to great 
effect in this eye-catching com- 
bination. The inner trays have 
extended tartan end pieces 
which are folded over to give a 
window effect, added strength to 
the pack and extra protection to 
the contents. The sides of the 
outer carry printed paper labels 
giving details of pe of the 
products in the pack and the 
maker's name. 

Finally, the moisture-proof 
film ensures unity and hygienic 
protection, enhances the appeal 
of the printed card and preserves 
the factory-freshness of the 
contents. 


ok * o* 


A Lor of thought went into the 
packaging of chicken slices pro- 
duced by Konevale Ltd., Suffolk. 
The method chosen retains the 
essential flavour-juices in the 
meat and makes the slices readily 
available for use in sandwiches. 
Many difficulties have thus been 
overcome in presenting this ex- 
pensive meat item to the con- 
sumer in small amounts. 

The slices of chicken meat are 
first placed at intervals along a 
wide strip of “Cellophane” cellu- 
lose film, non-moistureproof type, 
whose long sides are folded 
across the slices to form a pro- 
tective sleeve. This sleeve is then 
folded in lengths corresponding 
to the sliced chicken to give a 
small unit which fits neatly in 
the sealed, airtight can. A slip 
of directions is placed on the top 
of the can, which is then over- 
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Lendon, W.!! BAYswater 1610 


wrapped in a paper display wrap 
printed in red and green with an 


Chicken slices packed for retail 
sale. 


illustration of the opened pack. 
Finally, an overwrap of moisture- 
proof type “Cellophane” is 
applied and heat-sealed. 

* cg k 


A HANDBOOK with the title 
“Preservation and Packaging For 
Export and Storage” has recently 
been issued by the Shell Petro- 
leum Co., Ltd. The aim has 
been to make available in a 
condensed form the experience 
that the company has gained in 
the packaging of vast quantities 
of a wide range of materials and 
equipment for shipment abroad. 

The subject has been dealt with 
under the following headings: 
The main causes of damage to 
materials; Treatment for the 
prevention of corrosion; Select- 
ing the correct type of package; 
Inner packaging; and Marketing 
and strapping. 

* * * 


THE Raymond 77 Cream 
Shampoo sachet designed by 
Brown Bibby & Gregory Ltd. is 


iil ) 


. 


The film for this pack cannot 
be defaced. 


constructed of that company’s 
Translam, a heat-sealable trans- 
parent film laminate which is 
particularly suitable for the unit- 
packaging of greasy, aromatic 
toilet preparations. 

The two-colour photogravure 
print is sandwiched between the 
plies of film and so cannot be 
defaced. Pastel tones of cerise 
and pink are used, but a three- 
colour effect is obtained by leav- 
ing some of the lettering trans- 
parent and allowing the silvery 
cream to show through. 

The printed Translam was 

ied on the reel to Ivers Lee 
(Great Britain) Ltd., who made 
up the sachets. 
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The new Peckham branch of Franks of Shaftesbury Avenue. The 
former building was an old-time public house. 


‘Live’ bear 
boosts sales 


[% AN endeavour to promote 

sales of Bear Brand stock- 
ings, Franks of Shaftesbury 
Avenue staged “live” promo- 
tions at the West End and 
Peckham branches. 

Complete with top hat the 
“live” bear proved a big attrac- 
tion to all the children who 
passed the shop and the mothers 
were powerfully induced to go 
inside. At the Peckham branch 
the children queued up to sit in 
the bear's lap. The cost of the 
stunt at both branches was more 
= defrayed by the expanded 
sales. 


Transformed corner 


The new branch at Peckham 
has remarkably transformed the 
appearance of the Rye Lane 
corner. Formerly the site of an 
old public house, the window 
area has been extended to the 
limit with displays on two floors. 

Fully illuminated at night the 
windows are visible from far 
down the road to Camberwell. 


a 


The “bear” at work at the 
entrance of the Shaftesbury 
Avenue branch of Franks. This 

performance proved an 
effective sales promoter at both 
branches of the firm. The cost 
of the stunt was more than 

covered by increased sales. 


This window display for BOAC, carried out by Beverley Pick Asso- 


ciates, depicts the corporation's world wide services. 


The pointers 


on the central clock dial revolve and, as the hour hand passes the 
oval world projections, their transparencies light up. 


IN ALL DIRECTIONS 


The brilliant blue box with Regent Corsetry written 


all over it is going to show up on the shelves, attract 
the shop assistant and interest the customer. Once 
more a Sanderson signature paper will have done what 
was intended — increase sales for a very small outlay. 
This is good publicity, this personalised box paper 
method. Your name and your product are linked in an 
agreeable pattern which can be read and neted from 
all directions. Your boxmaker knows the details 


ask him about it. 


SANDERSON 
S tqnature Papers 


52 BERNERS STREET, LONDON, W.1. 
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WHERE HITLER 
WANTED TO 
INVADE 


DEANY OF the delegates to the 
Bournemouth Conference — who 
won't have to work so hard as we 
poor pressmen—will, | have no 
doubt, be glad to avail themselves 
of an invitation from T. 
y’ manager 
Tower Hotel, 
and 600 f 


of Branksome 
to enjoy its gene 
eet of private clifls, or 
bathe from its sea promenade. 
This welcome is not merely a 
formal one, for Mr. Haydon is 
himself an ex-advertising man. For 
10 years he handled many national 
accounts as London managin 
director of the Osborne-Peacoc 


Co, — are now his hotel's 
, nts t, 4 in 1948 he took 
rge hotel, which was 


lountied , 4 fe grandfather. It has 
been open continuously since 1898, 
and during this period, he believes, 
it has entertained probably more 
eaeagmned people, including 
British and foreign Royalty, than 
oy other hotel in the country out- 
London. 

He well remembers that before 
the war, General Milch, who was 
head the German Air Force, 
stayed at the hotel for several days 
with his party. “Some of them 
were keen photographers and they 


took wide-cng i oy from 
the hotel's famous Tower Suite 
over Senemeuth Bay,” he tells 
me. “You will remember that after 
the war, Hitler’s invasion plans 
were found to include outh 


Bay!’ 
* = . 


Two National Savings groups for 
the staff of the Belfast News Letter 
are run by W. A. McCabe. Onc 
roup, with the assistance of Miss 

J ares at the rate of 
£600 a year the other, with 
the help of Mise Pat Reo, Puts by 
an average of £400 a Other 
papers, p copy! 


Off to Canada 


SAILING for Canada in about 
10 days, armed with several letters 
of introduction, is Brian C. Greg- 
who is leaving London Press 
change Ltd., where he has been 
a public relations executive for the 
past three years. Mr. Greggains 
started in public relations with the 
Automobile Association after the 
war. After two and a half years 
he went to Robert Brandon and 
Partners, doing copy and blic 
relations. Later he became P.R.O. 
to Ealing Borough Council. 

Why is he sailing off into the 
blue? “I want to see how they do 
things over there,” he explained 
to me. “I might finish up » as 
dishes, but somehow I 


so.” 
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“But of course that's off the record,” Sam Costa tells Mrs. Michael Lewis 


( ae, the ‘ 
= vision of 


right, Vie Thomas, P.R 


‘Sunday Graphic” advertisement columnist) at a recent party 
iven by Philips records for Mitch Miller, director o 
olumbia Record Inc., of America. 

ners advertisement m 


the Popular Records 
n the eft is Arthur 
er, “Sunday Graphic,’ a on the 
. for Philips Electric. 


Luke as Irish 
conference PRO 
HAIRMAN of the Publicity 
Club of Ireland, David P. Luke 


now joins 
the advertise- 
ment depart- 
ment of the 
Irish _ Press. 
Mr. Luke is 
a council 
member of 
the Advertis- 


clus Press 
ry and 
irk Adver- 
tising Confer- 


from 
his services as P.R.O. He is also 
Irish representative on the Club 
Development Committee. 

Mr. Luke started his career with 
the Dublin printing firm of Hely’s 
Ltd. in the early ‘thirties, later jWin- 
ing the staff of Radio Review in 
1946. In succeeding years he acted 
as circulation spempentative for 
leading Irish and English publishing 
houses. Since then he has held an 
executive post with Fleet Publica- 
tions, where he played a leadi 
part in the ee OR of severa 
trade magazines rin Irish 
Architect and Sicmmmeaey, Irish 
Motor Trade Journal, and Irish 
Jewellery and Fanc Goods Journal 
have all benefited from his editorial 
and advertising work. More 
recently he been associated 
with Fleet's new Contracts Weekly. 


Fashion designers’ 
new president 


Tue Incorporated Society of 
London Fashion Designers, of which 
Norman Hartnell is chairman and 
Victor Stiecbel and Hardy Amies 
vice-chairmen, is, so to speak, 
British H.Q. ‘of haute couture. It 
has now done itself a good turn ey 
inviting Lady Pamela to be- 
come its new president. Lady 
Pamela has always taken the deepest 
interest in fashion, particularly in 
English couture, as well as in the 
affairs of the Society. She 
immense personal elegance, X *- a 
very true patenting 

whole background British 
fashion. 

The younger daughter of the Earl 
of Birkenhead, she is married to the 
Hon. Michael , deputy editor- 
in-chief of the aily Telegraph. 
They have two sons and two 
daughters, and live in Westminster, 
going to their farm near Henley for 
week-ends. 


Tuere WERE —p ! chuckles at 
the luncheon given by the pub- 


lishers of the Journal of Commerce 
and Shipping Telegraph in honour 
of Henry -—to whose re- 
tirement I referred last week. One 
of the best was provided by the 
Hon. W. Neville » who pre 
sided. He said that Kemsley’s, 


having had to “pay through the 
nose” in taking over the Journal, 
were 3 little surprised to find that 
one its princi pal assets was to 
Mg too soon! He wondered 
whether there ought not to be a 
Parliamentary question about what 
a take-over bid takes over! 
Another laugh came during a 
speech by Frank Hill (a Geter of 
Jackson's Advertising Service, who 
handle so many big shipping ac- 
counts). “What a wonderful letter 
the letter ‘C’ is,” he was saying. 
“Think of Caesar, think of Colum- 
bus, think of Churchill, think of —” 
“Crippen!” called out someone. 


* + * 


AN AMUSING one-minute lesson 
on how (or how not) to grow sweet 

was given by A. E. W. 
Seenter, chairman, Manchester 
Publicity Association, after a recent 
address. Mr. Paessler, who said he 
had always prided himself on being 
“a bit of a ng decided to 
enter his sweet peas in one of the 
local shows! 

“So I set to work, in real earnest, 
to cultivate sweet peas of 
highest grade, using all the in- 
structions in the textbooks. The 
result—awful! Some time later | 
planted seeds, quite carelessly, in a 
tip where we buried all the rubbish 
from the house—sweeper dirt, gar- 
bage and my old Home Guard 
boots. The result—wonderful ! 
You can imagine my surprise when 
we had the most finest array of 


. Sweet peas I have ever seen in my 


life.” 


Contact 


nN 


“The quality of our mar- 
garine is such that every- 
one will want to give it 


a double spread.” 
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%...‘TRUE STORY Magazine" and 
\ ‘TRUE ROMANCES” came 


ee first...”’ 
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KNIT the modern way! 
a on the ROTA-PIN 


t vir, Astle MoToeacs 10/ post ea a 
Hf true Story Meee, ath February 1954- Perfect Results a ma 


Without 


The “ ROTA-PIN” 


j knits ts to 

th pear Mr. MoIssec, perfection instock: 
1h ¢ — ne, ribbing taghe po. oe re oe 
ay anal STORY on of te , increasing, decreasing and etitch- 
Hi that in a tbe with magazines ° countinn quuaits ‘simplified jumon- Model (#0 
Be for the Ro wfeomes firet in weg out of all tae stitch) 10/8, post free, complete with accessories and 
He “TRUE RORAICES "4. indeed, comes f illustrated" book. {BrAm@ARD Model (160 stitch) 
iS. jlar appes /-, post free. 
7 i subiiontions — esenal , 4 Obtainable only from Sole Concessionnaires : 
Hee from one natitMaitly cheaper cost, TEEBEE MFG. CO. LTD., Dept. 107, 
#833 hich produced ppeal. om CHARLBURY, O XFORD qe 

; were j ted to know 
1 also be interes costing £1. 
aa > iad, 86h ordered the mode) 
my the = iving further orders for 


You will be rece 


} i space through our eqreracian mm Yy 
eh, ay ee A BC Sale July/Dec. 1953 
i} “ ‘ 423,771 


£200 per page 
9/5d per page per 1,000 copies sold 


1/3 
True Story 


MAGAZINE 


rue 1/3 
Romances 


The cheapest advertising “Buy” among all monthly magazine members of the A.B.C. 


A. H. McISAAC + ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD - 8/10 TEMPLE AVENUE - LONDON €EC4 - CENTRAL 3514 
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Publications News and Notes 


Largest trade 
weekly ever? 


To-day’s (Thursday's Loo of 
Hardware Trade the 
annual spring buying ---¥ is 
claimed to be the largest weekly 
ose paper ever to be published 
Pr es and cover. This tops 
oy 7 c¢ 1953 spring issue. There 
are editorial pages, including 
16 in 4 & colours, and more than 
180 illustrations, while the 495 pages 
of advertising represent the support 
of 887 separate advertisers. The 
Journal, which is one of the Benn 
jroup, is printed by Keliher, 
Hudson & Kearns Ltd., who pro- 
duced this record number without 
disruption of the normal weekly 
issues, all the sections going to 
press within a period of five work- 
ing days. 
Bf * 

An_ advertising romotion booklet 
for Time, entitled “How Time 
Flies,” has been circulated to over 
3,000 European advertising agents. 
It shows how quickly the magazine 


reaches its readers all over the 
world 
ok ok ae 
The first new paper to be started 
in South Wales for many years 
appeared on Saturday, It is the 
umney & St. District 


News which covers a rapidly de- 
veloping area where, it is estimated 
a total population of nearly 30,06 

will be settled during the next few 
years, The first issue is a bright 
tabloid eight page paper with pic- 
tures. It will appear twice monthly 


for a time and then weekly in an 
enlarged form as community activity 
develops. General editor is Row- 
land Harris, who is also chairman 
of directors, and holds a controlling 
interest in the Penarth Times and 
County Magazines Ltd., Glamorgan. 


a ca 

Following last weck’s advertise- 
ment tie-up feature with Terry- 
Thomas at the Daily Mail Ideal 
Home exhibition the Daily Sketch 
on Saturday carried another full- 

ge of advertisements featuring 

ed Ray at six stands at the exhibi- 

tion—Servu car seat covers, Wall- 
charm emulsion paint, Pana-Forma 
chairs, Max Factor, Muraplas wall 
tiles and Miller-Kent permanent 
flowers. 

A oe soring ousitens number 
of Country Lif s a full colour 
front cover a the Punch Bowl, 
Windsor Great Park. The issue 
totals 96 pages, 61 Be being ad- 
vertisements, five which are in 
full colour. 


> a * 
Average net sales of the princi a 
magazines published by Condé 


Publications, Ltd., during 1953, 
were: monthlies, Vogue, over 
147,500; House and Garden, over 
40,000. Bi-monthly, Vogue Pattern 
Book, over 80,000. Semi-annual 
Vogue Knitting Book, print orders 
for last two issues, 150,000 and 


165,000 respectively, were sold out 
within a week ¢ publication. 
2 


This week's 48- issue of John 
Bull contains 18} pages of advertis- 
ing, of which elght are in full 
colour. 


The Pytram Silent Moving Salesman 


A battery-operated Turntable that runs 
continuously 24 hours a day for more than 4 
weeks on two sixpenny batteries. 


* Can be switched off when not required. 


* Goes anywhere. 


* No wiring required. 
* Carries a weight up to 4 Ib. 
* Revolves at 4-5 times per minute. 


PRICE £3. 3. 0. Post free. 


PYTRAM LIMITED, 


Quantity prices on request: 


Sor ‘live’ publicity 


DUNBAR ROAD, NEW MALDEN, SURREY 
Telephone: MALDEN 3225/7 


> y. 
CR, 

The April issue of Good House- 
keeping with 208 pages is the 
biggest issue for nearly a quarter of 
a century. It contains a special 
supplement entitled “Living Elec- 
trically.”" In preparing this supple- 
ment, which is fully illustrated, 
Good ~~ a has had the 
co-operation electrical 
industry in all its scares! Good 
Housekeeping has prepared a special 
display for use of show rooms and 
retailers so that distributors may 
take full advantage of the supple- 
ment. Electricity show rooms and 
some 800 selected retailers in large 
towns are being sent a special show- 
card, a poster and an a “aa copy. 

oe K 

The April issue of Veatty Fair 
marks the fourth anniversary of 
the publication. It has 146 pages, 
of which % are devoted to ad- 
vertisements. Starting with a circu- 
lation of 75,000 the present figure 
is just on 200,000, a target which 
was originally set for next Christ- 
mas. Advertisers and agents were 
among those who attended a party 
at the Dorchester. 

a” ok * 

Last Friday’s Northumberland 
Gazette included a 44-page farming 
and agricultural supplement. 

ok * * 

The Wattagen Post-Times- 
Herald (formed by the amalgama- 
tion of the Washington Post and 
Washington Times-Herald) will be 
represented in London by Joshua 
B Powers Ltd., who have hitherto 
represented the Post. All existing 
contracts will run at 58 cents until 
May 1, when a new rate of 80 
cents per line comes into effect. 


* cg 


For National Hair and Beauty 
Week, the Edin’ Evening Dis- 


patch published an_ cight-page 
supplement. 
* ok oe 


The advertisement department of 
Northcliffe Newspapers has issued 
a new series of sheets each of which 
gives the certified net sale of one 
of the papers in the group for the 
July-December, 1953, period, to- 
gether with a map of its circula- 
tion area. 

a ae x 

Spring 1954 edition of Man 
About Town will be advertised over 
a period of several weeks in 
astionel and provincial newspapers. 
This 172-page magazine is to be 
ee on April 9 at 3s. 6d. by 

‘ailor and Cutter Ltd. Beginning 
with the Christmas Buying Number, 
to be published late in November, 
Man About Town becomes a 
quarterly and will from then on- 
wards published each March, 


June, September and December at 
3s. 6d. 
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We Hear 


Pye Ltd. are to supply radio for 
the first radio-equipped mobile ticket 
office in the world which will 
operate for Keith Prowse. 

7 


Hercules are  issuin new 
32-page catalogue in ful colour 
entitled Wonder Wheels. It was 
printed by J. Bontst ane | Son Ltd. 


w. S ‘Crawford Ltd. a” team 
beat Kemsley Newspapers 3—0. 
* * 


Over 200,000 applications have 
been received for a thermometer 


being offered for one shilling in 
press advertising for Prestcold 
refrigerators. offer is also 


being made at the Prestcold stand 
at the Daily Mail ideal Home 
exhibition. 


* 

Only 16 of the 115 eis 

to the Northumberland County 

Planning Committee for permission 

to erect outdoor advertisements in 

1953 were refused. 
- * * 

Mrs. Cathy Conner, until recently 
P.R.O. and advertising manager of 
Selby and I. Miller Shoes, and wife 
of b Conner, of Pan-American 
World Airways, has given birth to 
a son. 


Solid—Jaxon! 


Monthly lunch-time swing sessions 
have been inaugurated by Jax 
Stores for their staff and employees 
on the grounds that “lunch-time is 
pep-time.” They feel that their 
staff will meet customers in a 
happier frame of mind. 


+ ” 

To strengthen its sales force in 
Britain, Leyland Motors Ltd. has 
augmented and reorganised _ its 
home sales organisation, particu- 
larly in the midland and eastern 
counties. 


7 
George Sidney peosihe, adver- 
tising manager of the Morley 
Observer, will be in London again 
next week. 
* * _ 


New members of the Incorpor- 
ated Society of British Advertisers 
are: The Molassine Co., Ltd., and 
Albert E. Reed & Co., = 

a * 

Scarborou ; Ee pub- 
licity a. has accepted the 
me rey e Swift Film | 
tions Lt or prepa 6 mm 
800-feet sound film -y PF A 
in full colour. 

* + . 


A cheque for £256 18s. 8d. has 
been sed to N.A.B.S. by the 
Fleet Street Players as a result of 


their production of “Sheppey” at 
the Fortune Theatre. 
* * * 
A. A. McLoughlin, presiden 
Institute of Public Relations, hel 
to judge the Ruislip-Northwood 
Urban District Council's blic 
competition on _ civic relations 
policy I the council to 
adopt.” 
* * * 


Charles Hofton, copy _ chief, 
Rumble, Crowther’ and Nicholas 
Ltd., was involved in a car accident 
on Monday. He returned to work 
on Tuesday. 


5 wt = 7 ij 
: ee || PS 
| ee 3: 
i ‘4 ; 
15 3 “ & accepted a free supply of street 
f litter bins carrying advertisements, 
( eS % a it was stated during a council 
ee id : : = debate at Southampton. But 
Southampton Council said “No.” 
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AN ESSENTIAL ANNUAL 
EXPENDITURE BY THE LARGEST 
PURCHASING GROUP IN 
GREAT BRITAIN 


£1,500,000,000 


IS SPENT BY THE 
TECHNICAL READERS OF 


The Municipal Journal 
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Welcome 
to Britain’s 
gold-plated 


se 


from the 


BOURNEMOUTH 


TIMES SERIES 
(Founded 1846) 


More people read B.T. series of great newspapers 
all the time thus : 


1949 - 31,888 U3s 
1950 - 32,853 sik 
1951 - 34,562 
1952 - 37,020 oe 
1953 - 37,273 . “ 
1954 - And now probably 
more again ! 


* AN INVITATION 


At Bournemouth on the main road to Poole stands 

the post-war, 320-foot-long Times/Herald Building. 

Many national periodicals are printed there. 

You are cordially invited to look over this one- 

floor, flow production plant with your friends. 
Ask for ERIC PUTNAM 


out 


Issued by the Bournemouth Times Ltd., Times/Herald 
Building, Bournemouth W. (Westbourne 63271 — 10 lines). 
In London at 80 Fleet St, E.C.4 (Central 2626 — David 
Clackson) ; and at Poole, Christchurch and Swanage 


| 


Marcu 25, 1954 


BOURNEMOUTH CONFERENCE 


What it will mean to 


young delegates 


With the accent on the future of advertising it is hoped 


year. 


| that far more young people will be able to attend the 
Advertising Association’s Conference at Bournemouth this 
It is the advertising men and women who are to-day 


in their twenties who will eventually be responsible for 
implementing, in the years ahead, many of the decisions 


taken at this 21st conference. 

The Advertising Association 
consider that the agencies, adver- 
tisers, and the publishers who 
to-day employ those who will 


| lead advertising to-morrow can 


help by seeing that as many of 
the younger members of their 
staff as possible have the oppor- 
tunity, and the facilities, to 
attend this year’s conference. 

So that both the younger 
people in advertising, and their 
employers, may have some idea 
of the benefits to be got out of 
attending the conference and 
what it may cost them, ADvVER- 
TISER’S WEEKLY gives below the 
views of three of the younger 
generation who attended last 
year’s conference at Eastbourne. 

Head of the oversea production 
department for S. H. Benson Ltd., 
26-year-old Stanley J. Denton 
believes that the immediate bene- 
fits from an advertising con- 
ference are difficult to assess, 
but that taking the long-term 
viewpoint attendance is vital to 
anyone who hopes to amount to 
something in advertising one day. 


Thinking big 


“These conferences,” he sa 
“make you think in terms of 
major overall policy behind the 
whole business of advertising. 
Throughout the whole year most 
of us spend a lot of time dis- 
cussing our own jobs—and often 
other people’s—amongst our own 
set. That is mainly with the 
— on or about our own 
e 


vel. 
“At a conference we get the 
chance to hear the leaders of 


modern advertising airing their 
views, We also get an oppor- 
tunity to hear what the indus- 
trialists think about advertising. 


MEYRICK CLIFFS 


HOTEL 
Beacon Rd., West Cliff, 
BOURNEMOUTH 
Uninterrupted view of the 
whole of Bournemouth Bay. 
Three mins. of Town Hall, 
also beach and entertain- 

ments, etc. 
@ Excellent Cuisine 


@ Ballroom & Recreation Room 
@ Large Cor Park 


Terms from 21/- per day 
Telephone: Bournemouth 472 


And it’s essential for us to know, 
and to understand their attitude 
towards our work for, after all, 
they are the people who eventu- 
ally have to pay the bill. 

“All these things help to give 
some idea of what advertising is 
doing, can do, and what it stands 
for in the whole scheme of 
things. . . They help one to 
think about advertising in a big 
way. And if young ple want 
to get to the top in any job, 
they've got to get into the habit 
of thinking big and of doing it 
early in life. 


Advantages of attendance 


“As to what it will cost a 
young delegate—or his firm—to 
spend four days at a conference, 

is will, of course, vary with 
one’s tastes. 

“From my own experience at 
Eastbourne last year, I think a 
delegate could manage on about 
£12. This, of course, won't allow 
any riotous living, but it should 
be enough for you to stay at a 
decent medium-sized hotel, have 
three square meals a day, and 
have enough for a reasonable 
amount of entertainment and in- 
cidental expenditure. 

“For those of us who are 
the younger—and I hope com- 
ing—generation of advertising, 
attendance at these conferences 
will, I believe, be 25 per cent 
to our own personal advantage, 
and 75 per cent to the ad- 
vantage of advertising as a 
whole.” 

Twenty-one-year-old Norman 
R. Gomm of Modern Advertising 
Service Ltd. says that attending 
last year’s conference opened his 
eyes to the part which advertising 
plays in world affairs generally. 

“Working as I do in a medium- 
sized firm I see most sides of the 
practical work involved in adver- 
tising—far more so probably 
than if I were with a larger 
agency. On the other hand, this 
can have drawbacks. One is that 
you are inclined to concentrate 
—or rather you have to con- 
centrate—on the details of the 
various jobs which crop up—and 

ou have fewer chances of seei 
ow other people connected wi 
advertising are getting on. 


“Going to Eastbourne last 
ear meant that I met a 
ot of people connected 


with advertising whom normally 
@ Continued on page 634 
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Bournemouth 


would be incomplete 
without a visit to 


Beales 


WITH 48 DEPARTMENTS 
AND RESTAURANT 


BRANKSOME TOWER 
HOTEL pPatronisea by Royalty 


AN OPEN INVITATION 
As a former advertising man, 
for ten years managing 
director of a London agency, 

I shall be delighted to welcome 
delegates to my hotel. 
Whether you're staying here 
or not, please make full 

use of its amenities; these 
include extensive private 
cliffs, a sea promenade 

and private beach. Need I 

add that I look forward > 
to meeting you personally? 
Yours sincerely, T. H. V. HAYDOM 


Bealesons 


WITH 42 DEPARTMENTS 
AND RESTAURANT 


From small beginnings these two 
personal enterprises have grown in 
rue Leapino sarrise xors. inh ee @ step with Bournemouth’s 


OUTSIDE LONDON e rapid fame and popularity 
Branksome Tower Hotel : fs 

BOURNEMOUTH ny Pt € 
Managing Director : T. H. V. HAYDON he 


Telephone Bournemouth 4000 


ecieon “ie | )SCSSWE = WELCOME DELEGATES TO THE CONFERENCE 


Granksome Tower Hotel, Bournemouth 
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S.A. TILLEY 


Practitioner in Advertising 


VICTORIA CHAMBERS 
FIR VALE ROAD 
BOURNEMOUTH 


Telephone: Bournemouth 2343 


BOURNEMOUTH CONFERENCE 


Marcu 25, 1954 


@ Continued from page 632 


What it 


may cost 


I would never see. I had a 
chance to talk to them and to 
hear about their side of the 
business, and to tell them some- 
thing about my own work. Ad- 
mittedly, the majority of them 
were young like myself, but I 
was able to meet a number of 
directors and executives. Talk- 
ing to them gave me a good 
insight into just what advertising 
is really all about. 
“By that I mean the broader 
ts of advertising, the part 
which it plays in the whole 


Any advertising man who misses this 
year’s advertising conference will regret 
it... it Is being held in Bournemouth! 
There are attractions galore; ice-skating, 
dancing, theatres, cinemas, a fine shop- 
ping centre—in fact everything you could 
wish for a really enjoyable time. And of 
course, there is always the conference! 


Bournemouth 


BRITAIN'S ALL-SEASONS RESORT 
Write for Guide Book, enclosing 6d. (P.O. please), or free folder and Hotel List, 
from Information Bureau, Room 133, Bournemouth. 


Refreshment Car Expresses from London (Waterloo). All-Puliman “Bournemouth Belle” 
runs daily. 


teats anon H 


One of the loveliest towns in England. 
An ideal choice for the 2ist Birthday 
Advertising Conference, an event which 
happily coincides with a celebration of our 
own, for this is our Silver Jubilee year. 
For 25 years our services have been 
employed in furthering the diverse business 
activities of the South. 


EST PUBLICITY SERVICE LTD. 


DIGBY CHAMBERS 
POST OFFICE ROAD 
BOURNEMOUTH 


TECHNICAL & GENERAL ADVERTISING AGENTS 


scheme of this country’s life. It 
opened my eyes quite a lot to 
the size and the importance of 
the work we are doing.” 

As regards what it cost 
to go to Eastbourne last year, 
Mr. Gomm estimated that it was 
in the region of £12. A similar 
amount would, he thought, be 
enough to cover expenses at this 
year’s conference. 

He said: “It is well 
spent. It helps to get you known 
with the people who matter in 


on the same date 10 6 
—— fees 
‘or wives of 
delegates (except 
for the wives of 
delegates under 
30, for whom 
the fee will be 

a 10s. 64.) =. 1 OO 


Brown thinks that one of the 
main advantages which comes 
from attending an advertising 
conference is that you see the 
other fellow’s point of view. 
“It's only by attendance at 
A.A. functions and similar events 
that most of us can ever hope 
~ = this business of advertisin, 
roper perspective,” he sai 
“hast al Ge ane feoved $0 cnn 


Tips, ete. 


A BUDGET FOR THE CONFERENCE 
Conference literature issued by the Advertising 


Association states that —— can send their 

younger employees to the 

contribution towards their expenses of about £10. 
This is arrived at as follows:— 


Contenmoetatetrn teens) 
Return fare, Bournemouth 
Hotel (3 days, including va 


Sundry expenses (1 a day) 


onference by making a 


£s. d. 
10 6 
111 6 
410 0 
5 0 
300 


advertising, and what is far more 
important, it g2ts your firm’s 
name known to them. You can't 
afford not to go.” 

Assistant advertisement mana- 
ger of Eagle and Girl for Hulton 
Press Ltd., 29-year-old George E. 


HOTEL 


EMPRESS 


Catering for those 
who appreciate a 
little more than 


normal service 
CENTRAL POR THE CONFERENCE 


NEAR THE THEATRES & SHOPS 

ocbure gladly on request 

EXETER ROAD 

BOURNEMOUTH 
Tel, 055 


centrate the year round on our 
own particular branch of the 


“As someone who works for 
a firm of publishers, attending 
Eastbourne enabled me to meet 
the men from the agencies, and 
a number of clients, in an atmo- 
sphere which gave time to - 
to know one another and 
understand each other's -$. 
lems and difficulties. You get 
a chance to talk things over and 
see the other fellow’s point of 
view thus securing a broader pic- 
ture of what the whole thing is 
all about and what it 
what it can and should mean. 

‘ou learn 
what the leaders advertising 
are thinking, what they are plan- 
ning, ee ae ee 
all working, and you begin to 
see where you, as an individual, 
can fit into the overall picture.” 
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Aerial view of the pier approach at Bournemouth. Conference 
sessions are being held in the Town Hall. 


“Bournemouth Daily Echo” photo 


The beauty that Bournemouth 
will offer conference delegates 


BOURNEMOUTH is a product 
of a modern age—as Thomas 
Hardy expressed it, “A new 
world in an old one.” 

The census of 1851 recorded 
a population of 695; to-day 
Bournemouth is one of 
largest of our resorts. That re- 
markable progress represents 
something more than merely the 
growth of a town. It is indica- 
tive of a change that has taken 
place in our way of living. 

Centuries before the first house 
was built at Bournemouth its 
near neighbours Poole and 
Christchurch had written their 
names in history. Situated on 
the shores of harbours at each 
extremity of the bay respectively 
these two provided the facilities 
needed in the early trading days. 
Consequently in those days they 
attracted the population on this 

rt of the coast and the site of 

urnemouth, with nothing to 
offer but its fair face, had to 
await on fortune. The advent 
of the railways produced that 
change; it then became possible 
more easily to separate com- 
merce and industry from resi- 
dence, and holiday-making began 
to enter more fully into the 
scheme of things. 


Unsullied charm 


So it was that Bournemouth 
was created entirely as a place 
of residence and a holiday resort. 
It was never a fishing village, a 
port nor anything else which 
sought to adapt itself to new 
conditions. In meeting the 
requirements of the old days it 
had nothing to offer; in the new 
conditions it had everything. In 
these circumstances it was able 
to bring its charm unsullied to 
this modern age and the extent 
to which it has preserved its 
gifts from nature been the 
measure of its progress. 

Bournemouth’s seafront is its 
greatest heritage. Clean golden 
sands stretch for miles. The sea 
is always close at hand and bath- 
ing commences with the 


riser and continues the whole 
day long. The beach is lined 
with cliffs and along the top and 
foot of these are miles of drives 
and promenades. The aim has 

to preserve the natural 
beauty much as it was in 
smuggling days. Although the 
corporation has provided beach 
cafés and bathing pavilions at 
various eae there is a 
not so much as a single p 
along the seafront. 


Parks and gardens 

Of the town itself no less than 
one-eighth consists of parks, 
gardens and recreational facilities 
provided by the municipality. 
Commencing at the pier the 
gardens trace the course of the 
tiny Bourne stream through the 
very heart of the town and con- 
tinue for two miles to the 
borough boundary. From the 
town hall in the centre of the 
town it is almost possible to 
throw a stone on Meyrick Park, 
another pine-clad estate of 200 
acres with an 18-hole municipal 
golf course. 

To these natural advan 
public and private enterprise 

opportunities for enter- 

tainment and recreation which 
are in keeping with the setting. 
There are no fun fairs, amuse- 
ment parks nor the like, but four 
theatres; one of the finest modern 
concert halls in Britain which is 
the home of the well-known 
Municipal Orchestra; a dozen 
cinemas; the Corporation Pavilion 
which combines theatre, ball- 
room, restaurants and lounges; 
an ice skating rink and a suite 
of baths with swimming pool, 
Turkish and remedial baths. It 
is worthy of note that the 
majority of these were newly 
built in the decade immediately 
preceding the war, a circum- 
stance which gave the town 
modern facilities which to-day 
would cost several million 
pounds, if they could be pro- 
vided at ail. Ro mgr ur * 
shops are a ight to the 
ladies. 


“Good printing 
stands out” 


Consult us for quality work coupled 


with competitive prices and early 


delivery dates. 


CATALOGUES 


BROCHURES 
MONTHLY 


PUBLICATIONS 


We welcome you to Bournemouth 


for the Conference. 


psutas 


Established (pats \ 1852 
wESTBOURWE 


SIDNEY J. MATE LTD. 
73 SEAMOOR ROAD, BOURNEMOUTH WEST 


Ft ed 
gs 


“4 


BEEP ven, PRODUCT I Ty 


, 


LER 
rete 


Telephone Westbourne 63416 


TIBBENHAM 


PUBLICITY LTD 
U porated Prac s in Advertising 
244 HIGH HOLBORN, LONDON, W.C.1 
Phone: HOLborn 8074 (3 lines) 
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and Pops (or Papas), and Grannies and young monkeys, 


and those tomboys and wealthy aunties, 


and the Jones’s next door 


and RCN knows ’em all 


RUMBLE, CROWTHER & NICHOLAS LTD 184 STRAND LONDON WC2 TEM 9271 
Incorporated Practitioners in Advertising 
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Current Advertising 


BEDA to boost cookers, heaters, 
‘friges and washing machines 


More publicity 
for lead 


There will be more publicit 
shortly. This follows t 


for lead 
recent 


formation of the Lead Develop- 
Walter 


ment Association. E,. ’ 
George Ltd. have been appointed 
to handle the account. 

This agency has been acting for the 
Lead ndustries Development 
Council which has been renamed 
the Lead Sheet and Pipe Council, 
and will become an associate 
member of the Lead Development 
Association. Advertising for this 
section of the lead industry will 
continue in the technical press. 

Advertising for the new 
Development Association _ will 
start in the next few days in lead- 
ing national daily newspapers. 

Mainly 8-inch d.c. spaces ve 
been booked. 

The first advertisements will 
announce the formation of the 
body. Later they will feature 
the three major uses for i—in 
cables, batteries and paints. 


NEW AGENT SIGNED 
FOR BARD JELLIES 


A paign 
i planned for” the. national and 


‘Jubilee Trail’ in 
the Underground 


A film company has taken 16- 
sheet sites on London Underground 
stations to advertise a West End 
programme. Republic Pictures are 
occupying 50 such sites, facin 
central p tforms, in connection wi 
“Jubilee Trail” and “Hell's Half 
Acre.” 

The poster itself is silk-screened, 
using 11 colours, including arc 
chrome and saturn yellow Dayglo. 

Affangements were made by 
United Kingdom Advertising Co., 
Ltd., with the British Transport 
Commission, to have all these sites 
posted within a few days. 

The films are also advertised in 
the national Sunda A, - daily 
press. A 40 ft. x 1 hoarding 
and a colour film trailer are being 
exhibited in Coventry Street. 

In addition, 1,700 quad crowns 
have been posted . on jon 
Underground and British Railways 
suburban statiOns; 48-sheets occupy 
selected tions in London and 
the suburbs for the West End show- 
ing of Republic's “Jubilee ont ns 
and for the gencral release; at 
Clapham Junction, there is a one ft. 
hand-painted sign. 


New steam iron 
Kenwood Electrics Ltd. are 
launching the Steam-o-Matic iron: 

Distribution has started and 
advertising is 


Freeman Co., 


@ “At a Glance” on page 638. 


“The Four Foundations of 
Modern Living” will be the 
theme of a full-scale domestic 
campaign to be launched by the 
British Electrical Development 
Association. It will feature 
electric cookers, refrigerators, 
water heaters and washing 
machines. 

In a fully illustrated campaign 
brochure being sent to area boards 
and retailers the general manager 
and secretary of the Association, 
Vv. W. Vale, suggests the theme 
may well form the basis of many 
campaigns to come. 

scheme, which breaks this 
week with a full-page in the Radio 
Times, continues the slogan “Elec- 
tricity—a Power of Good,” which 
was used in recent advertising in 
women’s magazines. 

It will run until October usi 


half-pages in the Daily Herald, 
News Chronicle, Daily Express, 
Daily Mirror, a 13-inch by five 


column space in the Daily Mail, 
and full-colour advertisements in 
John Bull, Illustrated, Picture Post, 
Everybody's and leading women's 
magazines. 

romotional material includes the 
use "of 3-D pictures with a stereo- 
oon viewer, films, mobiles, 

rs and showcards. Mather 
and Crowther Lid. are the agents. 


Hudnut introduce 


another home perm 
Richard Hudaut are launching an 
extensive advertising scheme this 
week to announce a new type of 


home perm which includes a 
beauty rinse neutraliser. Three 
waving methods are included in 
the one kit. 


Large spaces are being booked in 
national daily and Sunday news- 


papers, women’s and general in- 
terest weekly magazines. New 
ay and display material have 
nm designed. 
The agents are Armstrong- 
Warden Lid. 


Newmark 
watches go to 
J 
Goring 
Ltd. are to handle the 
advertising for Newmark watches as 
from Apri For several years 
this agency has been acting for Avia 
watches which are imported en 
Switzerland by the makers of 
mark watches, Louis Newmark Cad. 
A heavy national campaign has 
been planned for Newmark watches 


using large spaces in national dailies 
and Sundays and children's papers. 


FST name change 


Heavy advertising is way F-4 
make known 


Swallow ads ‘come 
of age’ 


Twenty-one years ago next week 
the first national advertising for 
Swallow “Ws broke with a full 
front in the Daily Mail. 
Coinci 4 with this anniversary 
another new campaign for Swallow 
is oy Fe ee next Friday. The 
Daily Mail is still on the schedule 
—and the account is still being 
handled by the Birmingham agency 
of Mundy, Gilbert and Troman. 

Also on the schedule is a half- 

ge in the Daily Express and spaces 
in Picture Post and Illustrated. 

Current trade 
commenting on t first Swallow 
advertising, states: “Through every 
successive year since then Swallow 


has been a name powerfully and con- | 


sistently advertised in the country’s 
greatest national newspapers and 
journals. The cumulative effect of 
this advertising has made Swallow 
the best known name in rainwear 
and has built for Swallow a share 
of public confidence and goodwill 
that this year will be further in- 
creased by yet another great 
national campaign.” 


Selling electricity 


One of the half-pages which 
newspapers by the British 


to ie! — 
oo Ces 


New pee 


Stpewaawede meee ee 


oo 


: Szerm E 
be used in leading national daily 
Association, 


Dritsh Blecoreal Development 


ress advertising, | 


ADVERTISER'S WEEKLY 


is by 
T.G. Scott & SonLtd 
for 


HONEYWELL; BROWN 


© SOVRECEe (ECT B EET AtCee 
~ 


manufacturers of 


ElectroniK Potentiometers 
Indicating & Recordin 
iiferential Converters 
Associated Receivers, Mod- 
ulating Control a sae 
Protectoglo Combustion 


FOOD MANUFACTURE 


Stratford House 
9 Eden Street, London, N.W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


LEONARD HILL 


TECHNICAL GROUP 


| Be 
Co 637 ee ‘a 
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featured the initials F.S.T. “an 
Pp . 
Safeguard Equipment, to oe 
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ADVERTISER'S WEEKLY 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


“NEWS OF THE WORLD” for 
the Robert Freeman Co., Lid. 


NEWMARK 
C one Lid., 
Using 
dailies an 
papers, 


WATCHES 

as from April as 

ope spaces in nations! 
Sundays and children's 


MEASHAM MOTOR SALES 
ORGANISATION LTD. for 
Ripley, Preston and Co. (Leices- 
ter) Ltd., as from April 1. 


BARD BROS, LTD., makers of 
table jellies and confecti for 
Allardyce Palmer Lid. sing 
trade and national press. 


ALLIS - CHALMERS =. 

BRITAIN) LTD., makers A 
heavy screens for mining and 
quarrying and other specialised 
equipment (trade and selected 
nationals) and Bamfords LAd., 
agriculture implement manufac- 
turers (trade press) for Rooster 
Publicity Ltd., as from April 1 


LEAD DEVELOPMENT ASSO- 
CIATION for E. Walter George 
Ltd. Using national daily news- 
papers. 


FACCHINO’S BISCUITS 
Nicholls Dorrity Advertising 
(Birmingham). 


AMPLION £1932) LTD., makers of 

uipment and dis- 

tributors a radio, TV and elec- 

tronic components and assemblies 
for Roles and Parker Ltd. 


PAL for Mather and Crowther 
Ltd. Campaign for Pal Injecto- 
matic razor using national news- 
papers and magazines in August. 


Campaigns 


BRITISH ELECTRICAL 
DEVELOPMENT ASSOCIA- 
TION using large spaces national 
dailies, colour spaces in weekly 

magazines (Mather and Crowther 


CHIVERS JAM using large 7 


in national newspa spapers 
periodicals (Smith's , 
Agency Ltd.). 


SPARWICK FABRICS, mace by 
Sparrow, Hardwick and Co., Ltd., 
using colour spaces in women's 
magazines end trade press (Tech- 
a and General Advertising 
Ad,). 


D. AND W. GIBBS LTD. national 
ess for free offer of econom 
older for Easy shaving stic 

(Lintas Ltd). 


GUARDS MEN’S WEAR national! 
ress and dealer aid material 
Alfred Pemberton Ltd.). 


caer MASTER OIL PAINTING 
SET, a Guiterman Palmer 
duct. usi national dailies and 
Sundays . Mitchell and Co., 
t 


POLAROID SUN GLASSES using 
wey and —A~-~ 


national 
magazines trade press 

(Mason- we. Ltd.). 
DONNELLY LTD., Dublin, 

sausage manufacturers, using 

Radio Luxembour; for four 

weeks Spencer: Ltd. 

(Dublin)). 


SPA TOOTHBRUSHES using 
na! pers and trade 
(the Freeman Co., 

td.). 
LTD. Radio 
Luxembourg for weeks 


(Osborne-Peacock * 
(Manchester)). 


RICHARD HUDNUT HOME 
PERM using national La and 
Sundays, magazines 
press Ty ateotna Werden Ltd.). 


SUNBRITE MARGARINE, made 
by Western Margarine Ltd., wu 
national and trade press ( 
Advertising Ltd.). 


TD., makers of Brolac 
Murac Be oe using national daily 
and nday newspapers and 
dealer aid material (London Press 
Exchange Ltd.). 


CALEY’S DELECTA SQUASHES 
using provincial rnin, ney weeklies 


and public transport (Al 
and Son, Ltd.). 

EXCELENE OIL using national 
dailies, gardening weeklies, 


enecets and tu ‘meas (Alfred 
tes and Son, L 


REMINGTON RAND LTD. using 


national dailies and Sundays, 
national magazines and men’s 
monthly 


po ications (G. Street 
and Co., Ltd.). 


MeO OD ALE COLOUR 

DISPLAY LTD. using full pages 
in paint and colour trade press 
(G. Street and Co., Ltd.). 


PETMAR INDUSTRIES LTD. 
— dealer aid material and 
ae ee for ped rubber- 

ca 


(Nevin D. “Ffiest po TAdvertising) 
Ltd.). 


WILES DOG AND CAT FOOD 
using national and trade press 
(Morisons Press Advertising Ser- 
vice Ltd. (Hull)). 


TAYTEM BRASSI 
Frank —_ Ltd., 
women's eee and 
press (John Halifax Ltd.). 


ARVIN ELECTRIC SHAVERS 
using national daily and Sunday 


newspapers and _ trade 
(Saward Baker and Co., Ltd), 


CREAMOLA CUSTARD using 
London and provincial evenings 
for a si golden jubilee cam- 
paige (Townend-Smith and Hardy 

.). 


mate Paid 
trade 


SWALLOW RAINWEAR using 
large spaces Daily Express, Daily 
Mail, Picture Post, Illustrated 
and trade press (Mundy, 
and Troman). 


TRIUMPH T.R.2 SPORTS CAR 
using London evenings, provin- 
cials and trade press ( 
Cuming Ltd.). 


LYNX CISTERNS using national 
magazines, prof: and trade 
London 


Pian. ‘ 
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IIPA exam results 


DONALD WHITE IS A ‘DOUBLE FIRST’ 


gaining the only distinction 
in Phe Institute of Incorporated 
Practitioners in Advertising final 
examination, Donald F. White, 
manager of the marketing and 
media research department of 
T. B. Browne Ltd., becomes 
advertising’s first “double-first.” 
At the final examination for the 
diploma of the Advertising Asso- 
ciation last year he gained first 
prize and the only distinction yet 
awarded. 
Mr. White, now 31, entered 


advertising in 1950 and took up 


Donald White radio trades. 
Whilst at London University he 
layed chess for his college — 
or the University, 
awarded team colours. In 1948 
he became a Fellow of the Royal 
Geographical Society. 

In the LLP.A.’s final examina- 
tion 30 candidates passed out of 
54; in the intermediate only nine 
out of 50 passed. Results were: 


FINAL 

Brooks Joon Alexander (Tech- 
nical & Genera Advertising Agency 
Lid.); Bryan, Patrick Michael 
(Pictorial Publicity Company, aie ati 
Butler, Alan Harold (Ed. 
Harvey Advertisi Service try ); 
Clough, John Step = 2. John Roe 
ta Cousland, Charles William 
(W. S. Crawford ry 
Anthony Hawes, A 
Charles Brian (John Haddon & Co., 


Ltd.); Francis, Mervyn Thomas 
Cou (Foote, Cone & Belding 
Lid.), Heath, Christopher Stephen 


Spottiswoode, Dixon ‘—. Hunti 
.); Kalp, Jeffrey Leon (G. 
Gerrard (Advertising) Ltd.); Levy, 
Alfred Sonnie (Willings Press Ser- 
vice Ltd.); Marsh, Cyril James (Tib- 
benham Publicity ~Pier i Negeam, 

uglas  Bannell 


— Advertisi ane Lid); Newton 


Andre ( —_ > press 
Exc c ae Oliver, 
Scott-Turner yg + Lid); 


ing, Frederick: — 
ley (S. g-- Ltd.); Plummer, 
Raymond Evelyn (Walter Pearce & 
Co., Ltd.); Reader, Dennis Alfred 
(MacLaren Advertising Co., Ltd.); 
George (Mayfair 
; _ Robson, 


Martin Harvey Advertising 
Lid.); Samuel, John (Stuart Adver- 


*White, Donald Orederick (T. B. 
Browne Ltd.); Wills, oll Frank 
(Digby Wills Ltd.); Wi Ray- 


mond Stanley (Technical & General 
Aévertuas Agency Ltd.); Wright- 
Graham (Gor & 


urence ( don 
Goich Adve Ltd.). 
*P tinction. 
INTERMEDIATE 


.); *Vernon, 
David Willi (c, Vernon & Sons, 
Ltd.); Wetton, Miss Jean (S. H. 


“Passed with Distinction. 


Reference book shows 


ad film rates 
Magnet Advertising Co., Ltd., 
London, _ theatrical advertising 
contractors, have issued a refer- 
ence book of their rates for one- 
minute and two-minute films in 
independent cinemas. 


The book is arran on a 
county basis, listing the towns, 
os cinemas, their seating 


pacity and number of shows, 
py the rates per week for two- 
minute and one-minute films. 
These are based on 20s. per 
1,000 viewers in the case of two- 
minute films, and 11s. per 1,000 
viewers in the case of one-minute 
films (both calculated on 35 per 
cent of weekly seating capacity). 


There’s always 


more news 
in the 


NATIONAL 


NEWSAGENT 
—and advertising, too! 
. 
Guaranteed by far 
the largest net 
sale circulation 
Send for details i! vate card 
149 FLEET STREET, E.C4 
Tel: CITy 2604 (5 lines) 


Over 50 years of Continuous Publishing. 
Member of A.B.C. 


HENDON 
BILLPOSTING 


COMPANY 


i | 638 PS 
7 oe = 4 
| ‘ Adnum rederic onn { tis- 
' wood, Dixon & Hunting Ptd.): 
% Black, Ralph Walter (A. A. Black 
Lid.); Gamlin, George (McCon- 
iy nell’s Advertising Service Ltd.); 
*Graffy, Joseph Charles (Foote, 
Cone & Belding Ltd.); Greenwell, 
William Stanley Seyburn (Redheads 
: Advertising Ltd.); Lee, Geoffrey 
; JOHN HALL AND SONS Yorke (T. G. Scott & Son, Ltd.); 
: (BRISTOL AND LONDO Redwood, David Leigh (Commercial 
; post with 
i T. B. Browne 
a ¥ > 
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: ees 
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This Guerlain stand at the Inter- 
national Salon of Beauty, held 
recently in Park Lane, London, was 
ae by Manhattan Displays 
td. for Norman Davis Ltd. 


IIPA’s fifth 


week-end course 


Joining the teaching staff for 
the next week-end course of the 
LLP.A., the fifth of its kind, will 
be Philip Stobo, assistant manag- 
ing director of S. H. Benson 
Ltd., George Plant, creative direc- 
tor of Young & Rubicam Ltd., 
and Albert Pilgrim, media chief 
of Foote, Cone & Belding Ltd. 

Rest of the staff will include 
E. Ward Burton, R. S. Caplin, 
Eric M. Brown and C. B. Ba 
all of whom have taken part 
earlier courses. 

This will be the first of the 
series of week-end courses to take 

lace in Scotland. It will be 

at Glasgow University 
during the Easter vacation, from 
April 2 to 5. 

The course is to all 
associate members of the Institute 
and non-members who are 
specialists in a particular field of 
advertising or are experienced 
executives. Previous courses 
have shown the value of mixing 
the staffs of London and pro- 
vincial agencies. 


Big dollar contract 


for Rotaprint 


A large dollar contract has been 
fiend for a _ British-made presy- 
utton printing and duplicating 
machine, the R30/90, produced by 
Rotaprint Ltd. at their works in 
Honeypot Lane, N.W.9. The 
factory, one of the largest in Europe 
specia ising in the production of 
small offset litho printing and dupli- 
cating machines, was recently en- 
larged by the o—ies of adjoin- 


ing premises A when fully 
opened will the total area 
cir site to Su 100,000 


square feet. 

Rotaprint Ltd., who changed their 
name only ‘month, started life 
27 ~years 4 as Kaye's Rotaprint 
Agency Ltd. 


New quarterly 


Advertising Review Quarterly, a 
new journal to be published by ‘the 
St. ide’s Press td. in May, is 
described as “A serious review 
covering every aspect of present-day 
advertising.” The price will be 4s. 
(half price to students by special 
arrangement). Page size will be 
11 in. x 84 in. The advertisement 
manager is A. E. Turnbull. 
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CLASSIFIED ADVERTISEMENTS 


VACANT, 3s. 64. per line, ae, = See ae 7 oe 


APPOINTMENTS VY. 
APPOINTMENTS WANTED, 3s. per lime, 35s. per display | 
4s. per line, 45s. per display panel =. Minimum, 3 lines. Box No. 
charge, one line plus 9d. covering postage, Series 
advertisements 


rates on application: all 
seven insertions MUST = PREPAID. Address “Advertiser's 


under 
Weekly,” 180 Pieet Street, London, E-C4. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 
: : ® Local Ofice of the Ministry of Labour Scheduled 


from 
Nediomen ‘of A. Order 1952.” 


Young Space Salesman 


for old-established monthly journal (40,000 circulation). 
Some experience of selling to National Advertisers is 
desirable. 
motion to Advertisement Manager for an enthusiastic 
young 


Write for appointment, giving age and details of 


Advertiser's Weekly 180 Fleet St London EC4 


Required 


Excelient prospects, with eventual pro- 
man with flair for selling — aged between 
- 22-27. Salary and commission. 


experience to: 
Box 7152 


JUNIOR SPACE-SALESMAN required 


COMMERCIAL ART STUDIO specialis- 


for London Area. Previous selling ex- ing in technical drawings requires 


perience not essemial. To work tocal 


weeklies, etc. 


of age, experience and salary required. 
Box 7179 Ad. Weekly 180 Fleet St BC4 
LAYOUT /LETTERING, 
exists in new department of expanding 
Sudio for competent layout/lettering 
artist accustomed to high quality work. 
Details of experience 
Technical Artists Ltd,, 104-112 Maryle- 
bone Lane, W.1, or ‘phone WELbeck 
6403 for appoinment. 
interviewed evenings or Saturdays. 


Artist able to prepare line dimensional 
drawings and similar work. No great 
artistic ability is required but neatness 
and accuracy are essential. Applica- 
tions, which will be treated in strictest 
confidence, should state age, experience 
and salary required and be addressed to 
Box 7133 Ad. Weekly 180 Pleet St BC4 

ASSISTANT required for Promotion 
Department of Harper's Bazaar. 
Editorial or advertising experience and 
typing essential. Write vw. tw Miss 
Garner, 19 Queen Street, W 


Write giving particulars 


Opportunity 


and salary to 


Applicants 


TECHNICAL & GENERAL 
ADVERTISING AGENCY LTD 
Member of the LPE Group of Companies 


T & G require an agency-trained copywriter to 
work on a range of important industrial and 
National accounts. The right man will prob- 
ably be about thirty-five with a lively mind and a 
genuine interest in things industrial. 


This is an interesting and progressive job for a good 
copywriter who likes hard work while helping to 
sell products and services that really matter. 


Staff pension and insurance schemes are in operation. 


SENIOR 
COPYWRITER 


Write, giving brief details of age, experience and 
starting salary required to 
Creative Director, T & G, 167 High Holborn, W.C.1 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


CREATIVE 
VISUALISER 


wanted for London Publicity Depart- 
ment of large Industrial Organisation. 

The man (or woman) we need 
has a well-developed sense of 
design, a lively imagination and 
will be experienced in the quick 
preparation of high-standard roughs 
for industrial press advertising 

The job is a good one. It is as 
progressive as the applicant, and 
offers ideal working conditions, a 
5-day week, pension scheme, etc. 

Our own staff are aware of this 
advertisement. 

Please write in confidence, 
stating age, experience and starting 
salary required to ; 


Box 7084 
Advertiser's Weekly 180 Fleet St EC4 


BEN JOHNSON & ©O., LTD., Be 
bridge Road, York, requires 
qualified Printers’ Estimating Clerk. 
Must have first-class technical know- 
ledge of Phow-Litho and high-class 
Letterpress colour printing; also sound 
experience of all ancillary operations 
in a general printing factory. Apply 
Secretary 
LAYOUT ARTIST required for 
Swdio, experienced particularly in 
Visuals and Roughs for pres 
Only first-class man considered. 
or call w se 
Hopwood & Cb., 
Street, Manchester 


Up to 
£1,000 p.a. 


and the opportunity to work 
on important National Accounts 
for 


VISUALISER 
in provincial agency 


Accommodation arranged. 
Send specimens and full 
details to: 


CREATIVE DIRECTOR 
Box 7090 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST required by London Advertising 
Agency Young, recently from Ar 
School, with exceptionally stroma 
draughtsmanship 
Rox 7114 Ad. Weekly 180 Pleet % BO4 

PRINTING REPRESENTATIVE required 
for London, with an established organi - 
sation producing commercial letterpress 
and litho work, bookwork, periodicals, 
ete, Previous experience and knowledge 
of the business is desirable. Good 


salary, expenses and commission. 
Rox 7051 Ad. Weekly 180 Pleet & BC4 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


N.S.W. 


want a 
WOMAN 
COPYWRITER 


As well as knowing thoroughly 
the fields of fashion and beauty, 
she should be able to turn her 
hand readily to more general 
accounts. Full details of exper- 
ience and salary required to: 


COPY CHIEF 
NAPPER, STINTON, WOOLLEY LTD. 
14-19 Great Chapel Street, W.1. 


display work and lettering essential. 
Applicam must be prepared w work 
wihout constamt supervision. Applica- 
tions, stating salary required, must be 
accompanied by specimens of work. 
Personnel Manager, Dunlop 

Lid., Fort Dunlop, 
Sirmnchosn, aA. 


ADVERTISEMENT CANVASSER wanted 
for provincial weekly with wide circula- 
tion, Write 


Box 7073 Ad. Weekly 180 Pleet St BC4 


Senior 
Art Director 
wanted 


for South African office 

of J. Walter Thompson Co. 
Please write in detail to 

the Art Director, 

J. Walter Thompson Co. Ltd., 
40 Berkeley Sq., London, W.1. 


Directorship envisaged upon proof of 

Please do not apply unless 
in producing first- 

rate copy and i,-™® ag age, experi- 

ence and sala 

Box 7032 Ad. Weekly 196 Fleet St BC4 


Are you a trained production mon, 
with ambition ? 


You will need to be sbout 25 years of age, 
with @ fle tor intelligent print buying and 
cold facts as attractive 


Write in first instance te 
Bex D.D. 5142, A.K. Advg., 
2i2e Shaftesbury Avenue, London, W.C.2 


ARTIST required in studio 
of London Agency. Pive-day week. 
Write, lanoae age, experience and 
salary freq 
oe cone Ad. Weekly 180 Fleet St BOs 

FIRST-CLASS ARTIST REQUIRED for 
senior position in Advertising Studio. 
Expertence of all production processes 
essential, figure work an advantage, A 


mens, which will be returned, together 
with full details to The Managing 


CLASSIFIED ADVERTISEMENTS 
| 


answering these advertisements must 


SHORTHAND and TYPING PLUS. 
Managing Director of scientific 
instrument company wants @ 


SECRETARY 


but one with experience in the 

planning and production of 

straightforward advertising. Or he 

wants an aspiring advertising man 

or woman who is not too proud to 

“take a letter.” An interesting job 
for the right person. 


Shandon Scientific Company 
6 Cromwell Place, S.W.7 


ASSISTANT 
AD. MANAGER 


at the commencement of @ new weekly 
periodical on freight and forwarding, entitied 


“FREIGHT NEWS” 


BLANDFORD PRESS LTD. 
16 West Central St., W.C.1 


RETOUCHER required by Advertising 
Agency handiing mainly technical 
accounts. Must be fully experienced in 
all types of retouching with particular 
emphasis on mechanical subjects. Pive- 
day week and Superannuation scheme. 
Replies, which will be tweated in strict 
confidence, must state age, experience 
and salary required. 

Box 7132 Ad, Weekly 180 Fleet St BC4 

FIRST-CLASS GENERAL ARTIST, cx- 


perienced in figure, lettering and 
general, for Fleet Street Advertising 
Agency. Reply, stating qualifications 


and salary required, to 
Box 7095 Ad. Weekly 180 Fleet St EC4 
PRODUCTION ASSISTANT required by 
leading Commercial Art Studio. Excel- 
lent opportunity for energetic young 
man (aged 22 tw 25) to build important 
job. Write 
Box 7125 Ad. Weekly 180 Pleet St BC4 


FIRST-CLASS SILK-SCREEN OPERA- 
TOR required by progressive Display 
Company, used to good quality prim- 
ing. Good wages and prospects 
Box 7123 Ad. Weekly 180 Pieet St BC4 

PRODUCTION ASSISTANT, aged 18-21, 
required by London Agency situated in 
Victoria. Must have knowledge of 
block -ordering, proof-reading and some 


tyr'ng. Five-day week. Phone: SLO 
0787. 
MALE ASSISTANT, approximately 25 


years of age, required by well-cnown 
company for Public Relations Depart- 
ment. University or Public School 
education desirable and journalistic 
experience a definite advantage. Salary 
according to experience and qualifica- 
tions. Applications, with full details 
of age, education, training and experi- 


ence, to 
Box 7113 Ad. Weekly 180 Fleet St EC4 


hear from you. 


ADVERTISEMENT 
MANAGER 
WANTED 


for a national high class 
Woman’s Magazine 


This is an exceptional opportunity for someone 
with a first class space-selling record. 

If you have such a record, are under 45 and used 
to contacting executives of manufacturers and 
advertising agents at top level, we would like to 


Write, in the strictest confidence, giving age, 
education, experience and salary required to— 


Box 7140 
Advertiser's Weekly 180 Fleet St London EC4 
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APPOINTMENTS VACANT 


ALDOUS HALL 
LIMITED 


66 RED LION STREET, W.C.1 


Can you help solve a design 
problem with taste and origin- 
ality? Are you about 30 years 
of age? Have you an excellent 
grounding in all types of 
design? Then we would be 
delighted to hear from you. 
We are looking for 2 additional 
staff designers. 
PLEASE WRITE OR 
TELEPHONE : 
CHA. 5967/8 


TECHNICAL ARTIST required. Previous 
experience in the illustration of tech- 
nical literawre and some engineering 
training preferred. Must be capable of 
preparing perspective drawings from 
manufacturing prints, and preferably 
have some retouching ability. Please 
forward samples of recently completed 
work, brief outline of experience, and 
an indication of salary expected. Pen- 
sion Apply w Personnel 
Manager, Sperry Gyroscope Co., Led., 
Great West Road, Brentford, Middx. 


if you are a 
FIRST CLASS SCRAPER BOARD 


AND STILL LIFE ARTIST 


andare seeking a change, we shall be 
pleased to see that you are happy 
at your work and paid on your merit. 
Those interested should apply to: 


Box 7088 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG MAN (completed National Ser- 
vice) required by Advertising Agency 
Production Deparument. Knowledge of 
production and typing ability essential. 
Apply, giving details of experience, age 
and salary required, to B. Walter 
George Lid., 25 Lower Belgrave Strect, 
London, 8.W.1. 

ADVERTISING REPRESENTATIVE rc- 
quired by progressive group. Good 
prospects to the right man Write, 
giving particulars of experience, etc., 
to Executive Director, East Midland 
Allied Press Lid., Newspaper Offices, 
Dryland Street, Kettering. 


ENERGETIC REPRESENTATIVES re- 
quired in the London, Birmingham and 
Scottish areas, already carrying adver- 
tising novelties, to offer a comprehen- 
sive range of Advertising Balloons. 
Remuneration by commission. 

Box 7128 Ad. Weckly 180 Fleet St BC4 


BATESON & STOTT 


have a vacancy for 
EXPERIENCED 
GENERAL ARTIST 
with creative ability and high 
standard of finished work. Figure 
work not essential. 


Write or ‘phone for appointment 
BATESON & STOTT 


45 St. Paul's Churchyard, £.C.4 
CENtral 2664 


oe 4 a <a a 
| Cl ; _— 
ze Situations Vacant: “The engagement of peroons EE 
eS be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
E ed ow kw Fy be 4 4 
: unless he of or the employment, is excepted from the provisions of the 
| Notidication of Vacancles Order 1982." es 
Pay OPPORTUNITY 
; F ; to join the advertising staff of . 
F Blandtord Press es 
ae 
; first issue to be published in June. Naturally 
knowledge of shipping companies, for- 
f ° warding agents, otc., would be edven- 
, : f tageous. Selery eccording to experience. 
| i 
a | 
GENERAL ARTIST with some creative ——=———E 
ae ability required as an assistant in 
. Advertising Department. Knowledge of 
| ee 
| 
aoe ADVERTISING AGENCY (Birmingham) 
: requires experienced copywriter accus- 
: " tomed to handiing and vervicing 
i : technical and industrial accounts. 
Rad 1 Cooper Sweet, Manchester, 2. 
; : "Pp. fe 
- hone your Classifieds to CHA 8844 (Ex 25) 
ee : J : 2 Pe . 
br - P , a A 4 2 7 Cal e g i ee ae ' Bate, ave Ris ‘ ie ad ee i 
; es oe os eee _:. . fae Se a > or 5) a ene alan . ie y 
7. 3 “s ie —— oo ON Grae WE corks bead De ae ee eee Sa ee eles od 


MarcH 25, 1954 


641 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


DARBY'S 


REQUIRE 
ADVERTISEMENT REPRESENTATIVES 


who ere experienced in selling space to Hotels. Medie consist of 
number of established Holidey Guides else Civil Service, otc., monthly 


Sole rep ati 


Own car ntial. Salary, exp 


le on the following territories + 
1, Exst Coast; 2. 5. West Coast; 3. Scotland; 4. Northern ireland. 


end commicsion. Write in confidence 
giving age and details of previous experience to : 


A. DARBY'S ADVERTISING SERVICE 
Cobham House, 24/26 Blackfriars Lane, London, EC.4 


wy ag tr pe @ ASSIST- 
ANT, FEMALE, required for London 
Publicity Consultants. Some experience 
of block ordering, liaison with printers, 
checking copy. Able ya work on own 
initiative. Progressive 
Box 7059 Ad. Weekly 180 BO Fleet St BCA 
A FIRST-CLASS OPPORTUNITY for 
experienced advertisement representa- 
tive on weekly Fashion Trade Paper. 
Apply by letter, Advertising Manager, 
W.W.N., 5 Barrett Sereet, W.1. 


HIGHLY-FINISHED LETTERING and 


some layout. £12 to £14 a week in 
pleasamt studio for experienced artist. 
Dix, 12 Great Newport Street, W.C.2. 


AGENCY PRODUCTION ASSISTANT 


wamed, under 30, able tw cope with 
really busy group of accounts without 
supervision. Permanemt post in an 
expanding organisation. Write, stating 
age, experience and salary ired, to 
Taylor Advertising Lid., 115 Gower 
Street, W.C.1, 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


SENIOR ARTIST 
RETOUCHER 
REQUIRED 


Vacancy occurs in old 
established London Studio but 
only first-class man need 
apply. Ideal conditions. 
Telephone for 
appointment 
PRI 8821 


REPORTER (Woman) wanted for London 
monthly. Might suit free-lance having 
spare time Interesting — mainly 
interviews. Languages useful. 

Box 7131 Ad. Weekly 180 Pieet St BC4 


BLOCKMAKERS’ PRODUCTION ASSIS- 
TANT—goo0d opening for a young man 
with some knowledge of Advertisers’ 
requirements. Applicants should have 
completed their National Service. 
Averys Services, 8 Smarts Place, Lon- 
don, W.C.2. Near Holborn Tube. 


another first-class 
ASSISTANT 
to 
PRINT BUYER 


This is an excellent opportunity 
that calls for previous experience. 
Write with full details to: 
General Manager, 
McCANN-ERICKSON 


ADVERTISING LTD., 
Brettenham House, 
Lancaster Place, W.C.2 


All-round 


COMMERCIAL ARTIST 


Must be capable of producing first- 
class visuals and finished art for 
National accounts. Excellent oppor- 
tunity for young man, or woman, 
to build a career in a rapidly ex- 
panding country. Medical aid 

%, pension 5-day 
week. Passage paid for successful 
applicant (and wife, if married). 
Write by air mail, giving full details 
of experience supported by speci- 
mens of work, age and marital 

status, to ; 


RHO-ANGLO PUBLICITY Ltd. 
P.O. Box 1185, Salisbury, 
S. Rhodesia 


RITER. Applications are in- 


corPYw 
vited for the position of copywriter in 


advertising department of leading 
photographic firm near London, Ex- 
advantageous but not essential. 

Age not above 30. Non-contributory 


pension scheme. Apply 
Box 7130 Ad. Weekly 180 Pleet St BC4 


ASSISTANT ADVERTISING MANAGER 


gg by Fleet , * Publishing 
Firm. Ability to sell essential. 
Box 7112 Ad. Weekly 180 Pleet St ECA 


ASSISTANT ADVERTISEMENT 
MANAGER 


required 
To obtain industrial Advert- 
a for well-known Old 
stablished Journal. 


Must have had experience in obtain- 
ing advertising from top executives 
and be in the age group 30/35 years. 
Obvious prospects for the right 
man with a commencing salary com- 
mensurate with calibre. Applications 
which will be treated as strictly con- 
fidential should be addressed to ; 


Box 7106 
Advertiser's Weekly 180 Fleet St EC4 


A new 
CREATIVE 


UNIT 
at Vernon's 


To lead this new wing of our 
Creative Team we want at once a 
very good 


COPYWRITER 


This is an excellent opportunity for a lively and 
original writer: plenty of scope, interesting 
accounts and pleasant company. 


Another key man in this group will 
be an equally good 


VISUALISER 


This man should have a bold and original brain 
and a talent for expressing his ideas graphically 
in an arresting and workable manner. A 
thorough grasp of typography is essential. 
Both appointments will carry a _ large 
measure of responsibility—with the kind of 
money that goes with it. 

In fact here are two rather special jobs even in 
these crowded days. If you would like to 
work on the type of accounts that we handle 
at Vernon's write in confidence to 


Managing Director, 
C. VERNON & SONS 


LIMITED 
17 Stratford Place, London, W.1 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


WADDICORS 


want an 


ASSISTANT 


” 
Notification of Vacancies Order 1952.” 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


ACCOUNTS EXECUTIVE 


with some agency experience of 

executive work. Please write, 

giving full details of experience 
and salary required, to: 


Auckland Studio. 
Applicants need to be thoroughly 


particularly in figure drawing 
be an advantage. 


- 


LAVOUT/VISUALISER. Outstanding 
man required for West End Agency 
Applicants should have good imagina- 
tion and a quick and high standard 
in the preparation of finished layouts 
for presentation. Progressive position, 
ideal conditions, holidays as arranged 
and salary according to experience 
Hox 7148 Ad, Weekly 180 Pleet St BC4 


TWO COMMERCIAL ARTISTS 
required for 
LEADING ADVERTISING AGENCY IN AUCKLAND, NEW ZEALAND 


One of New Zealand’: largest and oldest established Advertising Agencies 
with Branches in main centres, requires two experienced Artists for their 


din oll & ‘be 


work and the senior position of the two calls for « man of outstanding 
The ability to produce quick visuals will also 


Selaries paid will be between £800 and £1,200 per annum and will be 
ate with and ability. 
Interesting variety of work in black and white and colour and working conditions 
are most attractive. Generous Staff Superannuation Scheme is available and 
assistance will be given in passage to New Leeland. 
send full particulars stating age, present salary, experience, etc., 
together with sample range of work, sirmail, to ; 


“ARTIST” Care CHARLES HAINES ADVERTISING LTD. 
?.0. Box 1432, AUCKLAND, NEW ZEALAND 


of Agency 


ONE OF LONDON’S larger medium- 


LAYOUT sized Advertising Agencies is looking 
for another Director. He should be 
TYPOGRAPHER 35-40 years old, preferably with 
University and Advertising degree, 

socially acceptable, and thoroughly 


required for well-known Agency 
Creative Dept. in Fleet Street. Age 
about 30. 

Please telephone CENtral 2416 


proficient in his craft, cither as Agent 
or Advertising Manager A merger 
with a smaller Agency would be con- 
sidered. The appoinument carries out- 
standing prospects and a fully adequate 


salary. Write in firs instance to Hill, 

Dickinson & Co., 3-6 Bury Court, St. 

MIDLANDS LITHO HOUSE producing Mary Axe, London, E.C.3. Marking 
showcards, cut-outs, posters, ctc., re- the leer “Confidential-XYZ.” 


quire first class Visualiser with previous 
experience, who is capable of putting 
his own and other ideas into good 
layout form for presentation to custo- 
mers, Write, giving details of aac, 
experience and salary required 

Box 7122 Ad, Weekly 180 Fleet St BC4 


MALE CHECKING CLERK required in 
Voucher Department. Previous agency 
experience necessary. Permanent posi- 
tion, no Saturdays. Apply Mr. Lawrie, 
Alfred —_ & Son Ltd, 130 Pleet 
Sweet, , 


T. G. Scott 


need another 


Creative Man 


There is a vacancy in our creative team 

for a capable man (25-30) willing to take a certain 
amount of responsibility. He must be able 

to produce slick rough visuals and should have 

a working knowledge of Typography. The 

man we have in mind would, when the occasion 
demands, take some of the administrative 
problems off the Creative Manager’s shoulders 
and contact the client from time to time. 

This is a newly created position. 


Write or ’ phone: 


THE CREATIVE MANAGER 


T. G. Scott & Son Limited 
143-147 REGENT ST., W.1 


REGENT 3891 


LADY ASSISTANT to Production Man- ' 


ager of quickly growing Advertising 
Agency. Good Shorthand/typing 
speeds essential and knowledge of pro- 
duction and copy detail an advantage. 
Interesting position, Also Typist (age 
17-20), shorthand not essential but 
quick and accurate worker with ex- 
perience of Agency routine. For cither 
position write: 


Box 7143 Ad. Weekly 180 Pleet St BC4 


PUBLICITY OFFICER 


required in London by a leading 
firm specialising in the manufacture 
of domestic and industrial gas 
appliances 

The position calls for a wide know- 
ledge of publicity and applicants 
must have had previous experience 
in advertising and publicity, with 
particular ability in relation to 
copywriting and the preparation of 
editorial matter. 

Starting salary will be commen- 
surate with ability, experience and 
ge. Pension scheme. 


Write giving full particulars of age, 
experience and salary required to: 
Box 7176 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED ALL 


PRODUCTION MAN required. Vacancy 


exists in large well-known West End 
Agency for production man with 
experience of National Accounts. Ap- 
ply, stating age, experience and salary 
required, to 

Box 7173 Ad. Weekly 180 Fleet St BC4 
L ROUND 
GENERAL ARTIST required (Male), 
write giving details and salary required. 
Box 6728 Ad. Weekly 180 Fleet St BC4 


SALES MANAGER 


who can sell Steel Office Furniture, and 
has technical knowledge of sheet metal and 
engineering work. Only those with con- 
fidence in their ability to boost sales need 
apply. Substantial income can be earned 
from commission and nominal salary. London 


Box 7136 
Advertiser's Weekly 180 Fleet St EC4 


“WOMAN.” Sub-editor required to handle 


general features including gossip and 
Woman's Mirror. Candidates should 
have had at least three years experi- 
ence in sub-editing and should prefer- 
ably be not over 30 years of age. 
This post is for a woman sub-editor. 
Apply in writing to The Editor, 189 
High Holborn, London, W.C.1. 


Marcu 25, 1954 


APPOINTMENTS VACANT 


No specimens yel—but state age, 
agency experience and salary 
required, 


PRODUCTION 


We have a vacancy for an 


Profit Sharing and Pension Schemes 
apply. 


S. C. PEACOCK LTD 
Maddox House, 
215-221 Regent St., London, W.1 


MEDIA PLANNING ASSISTANT 


PRODUCTION MAN 


RE- 
QUIRED by a leading London Agency. 
Previous experience in Agency Media 
Department desirable, and accuracy 
with figures and media details essential. 
Our own staff have been advised of 
this advertisement. Write giving full 
particulars to 

Box 7158 Ad. Weekly 180 Fleet St BO4 
(with previous 
agency experience) for London Agency 
to handle varied accounts. Ideal con- 
ditions and holidays this year by 
arrangement. Pive-day week and 
good salary offered to young man who 
wishes to progress 

Box 7150 Ad, Weekly 180 Fleet St BC4 


Required for production de- 
partment in large West End 
Agency 


Experienced 
PRODUCTION 
MAN 


to work on Nationally advert- 
ised accounts. 


Previous agency experience 
essential. 


Write ‘giving full particulars 
including salary expected. 
Box 7141 


Advertiser's Weekly 180 Fleet St EC4 


| 


JUNIOR DETAIL CLERK required for 


Write or 


| eanibalexameer weseay-soaess kaw 


| 
| 


Phone your Classifieds to CHA 8844 (Ex 25) 


tising Manager with Departmental Store 

experience, preferably under 35. To 

plan and co-ordinate programme and 

— — layouts (not art work). 
wding to experience 
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APPOINTMENTS VACANT 


1954 


NATIONAL MILK PUBLICITY COUNCIL 
EXECUTIVE OFFICER 
experienced all forms of publicity, 
not more than 35 years of age; 
salary, £1,500 or more according 
to qualifications. Applications in 

own handwriting to: 
The Secretary 
NATIONAL MILK PUBLICITY COUNCIL 
Giggs Hi Green, Thames Ditton, 
Surrey 


MAN required for West 
End Agency, for print production of 
high standard. Agency experience and 
a sound knowledge of all process 
work and Typefaces essential. Holi- 
days this year as arranged and good 
salary offered. 
Box 7149 Ad. Weekly 180 Fleet St BC4 


TECHNICAL COPYWRITER 
required by large manufacturers of 
industrial equipment. 5-day week 
—Pension scheme. 

Box 7166 
Advertiser's Weekly 180 Fleet St EC4 


LADY ASSISTANT to Account Execu- 


° » ete. Dealing 
mainly with technical accounts, 
position has scope for learning and 
progressing with growing agency. Five- 
day week. Write Xt... initially oe 
age, experience 

A.GR., 18 Thurtoe Place, 5S. ‘Take: 
ton, S.W.7 


CLASSIFIED ADVERTISEMENTS | 
| 


SENIOR 
MALE ASSISTANT 


required by nationally known Manufacturing 
Company to assume responsibility for editing 
and production of quarterly Dealer Organ 


end other duties of of date ate & or 
operation with Sales Dep: A 
preferably in the 30's, should have had 
in i he lay-out and the 
creation of sales promotion copy, as well as 
knowledge of typography and reproducti 


FOUR-FIGURE SALARY 


Substantial firm in the Midlands 
requires a competent man for res- 
ponsible post in publicity depart- 
ment. Must be experienced in the 
preparation and production of pub- 
lications and sales literature. Good 
knowledge of the motor industry an 
advantage. This appointment carries 
@ four-figure salary for the right 
applicant. (Our staff are aware of this 
advertisement). Please write giving 
full details of career and experience. 


Box 7121 
Advertiser's Weekly 180 Fleet St EC4 


progressive post 
in West End Agency. Applicants 
be keen and energetic with 


q . Salary according to 
experience. Apply Mr. R. EB. Courtney, 
Mayfair 9515. 

EXPERIENCED TECHNICAL ARTIST 
required for finished artwork in linc, 
wash and colour, w work on an 
interesting range of technical accounts. 
A littl figure work desirable, though 
not essential, Apply to Studio Man- 
ager, Rooster Publicity Limited, 
Braemar House, Manor Road, Tedding- 
ton, Middx. Phone: Kingston 1241. 

PRODUCTION MAN required by Ad- 
vertising Agency in West End, wo take 
charge of block ordering and print 
department. Age 28-30, must be ex- 
perienced in all methods of reproduc- 
tion and printing; able tw prepare 
working layouts; knowledge of type 
faces. Apply, stating experience and 


salary required, to 
Box 7157 Ad. Weekly 180 Fleet St BC4 


OUTDOOR INSPECTOR (London area) 
required by leading outdoor advertis- 
ing agency. Write giving particulars to 
Box 7147 Ad. Weekly 180 Plea St BO4 


Lendon Litho House 
requires 
ASSISTANT 
SALES MANAGER 
Knowledge of estimating an ad- 
vantage. Salary up to £1,000 per 
annum to start. Please write fullest 
Box 7169 
Advertiser's Weekly 180 Fleet St EC4 


REQUIRED COMMERCIAL ARTIST, 
good letierer, ete. Also Improver. 
Union rates, 5-day week. Excellent 
canteen. Twickenham area. Write 
Box 7160 Ad. Weekly 180 Fleet St BC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


PUBLICITY 
MANAGER 


Applications are invited for this 
position with a well-known London 
Company widely engaged in the 
field of radar and electronics, and 
noted for its progressive outlook. 
A sound knowledge of all publi- 
city techniques and reproduction 
thods is an tial qualification, 
and the position offers considerable 
scope and interest for a first-class 
man of experience and ability. 
Some knowledge of radar or radio 
would be an advantage bul not 
essential. 
Pension scheme in operation. 
Please write in strict confidence 
full details of age, experience and 
salary required to: Ref. J. 


Box 7166 
Advertiser's Weekly 180 Fleet St EC4 


CTRCULATION 
required for 
State area 


ATIVES 
magazine 
and periodicals 


new monthly 
covered 


carried, 
Box 7153 Ad. Weekly 180 Pieet St BC 4 


SPACE SALESMEN required for 
monthly magazine on a part-time 
basis, Excellent prospects, 


Box 7154 Ad, Weekly 180 Fleet St BC 4 


ADVERTISEMENT REPRESENTATIVE 
required with experience for Vanity 
Pair Magazine. Willing Ww cover 
Provinces. Mum be over 25. Please 
write stating salary required and all 
details to: L. EB. Brisooe, Vanity Fair, 
30 Grosvenor Gardens, London, 5.W.1 

JUNIOR reception, typing, general office 


duties. Small Mayfair A 
Box 7117 Ad. Weekly 180 & BOS 


pects are big. 


write to 


Assistant to 
Advertising Manager 


This is a position for a man about 27 years 
of age, preferably, but not necessarily, with 
Agency experience. The Company is world- 
famous in the Motor industry. The job is 
in London and the man will be an under- 
study to the Advertising Manager. 
commencing salary is good... . 
The position covers every 
aspect of Advertising Dept. work. Above 
all it requires a man of character, good 
education, imagination and ambition. if 
you think you fit the requirements please 


BOX 7165 
ADVERTISER’S WEEKLY 180 FLEET ST. EC4 


The 
the pros- 


can go places with us. 


your type. 


Something's in the air at 


LYTLE’S 


Something is in the air at Lytle’s. 
probably noticed, we're going places—and if 
you're a young and ambitious designer willing 
to work hard, and confident that you can make 
your mark on important national accounts, you 


If you think you've got what we require, write 
in the first instance (no specimens at this stage) 
to the Art Director, C. 3. LYTLE (ADVERTISING) 
LTD., 2-3-4 DEAN STREET, LONDON, 


PS. We are looking for one, two or even three of 


As you've 


w.l. 


Phone your Classifieds to CHA 8844 (Ex 25) 
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APPOINTMENTS VACANT 


VISUALISER 


London. Must have proven ability 
in technical publicity display and 
be able to work on own initiative 
from creation of idea to typo- 
graphical mark-up. 

Excellent prospects for the right 
man. 5-day week. Write, without 
specimens please, stating age, 
experience and salary required to: 


CLASSIFIED ma td 


APPOINTMENTS VACANT 


CREATIVE DESIGNER 


required X 
for point of sale manufacturing 
company using mainly wire and 


mployment, Dp from 
Notification of Vacancies Order 1952.” 


— 


TECHNICAL WRITER 
required by large precision instrument 
Compeny with offices in Leyton. Applicants 
should be famiar with industrial instruments 
and able to write technical and sales cate- 
logues. The position can be progressive for 


APPOINTMENTS VACANT 


ASSISTANT 


with prospects for a young, keen 
and enthusiastic worker. 
Experience of office work, inclu- 
ding’ copy chasing, proof routine, 
make-up, etc., essential. 


Write, giving age, experience and any 
special qualifications to: 


plastic materials. Applicant would the right mon, ond the initisl salary would 
be required to work at Barking, be ate with exp 
Essex. Applications, which can be made in the 


P eal os p strictest confidence, giving full details of 
Apply e writing = bye om cuinteam, ened ita oadd 


Box 7142 
Advertiser's Weekly 180 Fieet St EC4 


Box 7163 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG LAYOUT ARTIST required in 
omall advertising deparument. Able to 
prepare slick layouts and good styic 


THE ENGLISH ELECTRIC CO., LTD., 
requires a young man capable of pre- 


be addressed to: 5 rough layouts for technical sales 

lettering, Ability w write simple copy as As 
literature and negotiating its produc- 
\ > png Ph _— a oe ACRO MARKETING LTD. Box 7164 tion with advertising agents and Ee. 
fe, 4 ; wence P ters. Apply to Dept. C.P.S., 336/7 
Advertising = Manager, The Dental 9 WARWICK COURT, W.C.1 Advertiser's Weekly 180 Fleet St EC4 Strand, W.C.2, quoting ref. No. 1285. 


FIRST-CLASS RETOUCHER with ali- 


PRODUCTION ASSISTANT, Male) | ARTIST 25) for layouts and general | PUBLICITY ASSISTANT required by round experience of Jeticring, line, 
Female, required as assistam to Pro- pom gay A. background, Know- leading radio and TV manufacturers wash and colour work required by 
duction Manager, Aged 20-25 years. ledge of typography/production§ an in N. London area. Age about 21, Swudio Productions Lid., 65 Long 


Previous experience of production 
essential. Ability tw handle typo- 
araphical adaptations an advantage. 
- A 00d opporwnity in a growing 
Agency. Write giving full details, wo 
Production Manager, John Benington 


National Service completed. Details Acre, W.C.2, Call between 12 and 
Agency. Write fully in confidence w of experience, etc., to 1 p.m, or telephone TEM 2730 for 
Box 7145 Ad. Weekly 180 Fleet St BC4 Box 7168 Ad. Weekly 180 Fleet St BC4 appointment. i 

GENERAL ARTIST, azed 30-40, | OLD ESTABLISHED ADVERTISING | PRODUCTION. Lexget Nicholson & 
required, capable of doing finished art- AGENCY has a vacancy for a typo- Partners Lid. require young produc- 


advantage. Small, happy West End 


> “esiaa* work in colour, Some creative grapher. Must have a working know- tion assistant with agency experience 

ne” Now Coun, Uncote's ln. ability essential. Mainly for Show- ledge of typefaces and able w deal Must have knowledge of blocks, typo- 

eat , , cards, Cartons, Labels, Small Display, with adaptations, Write graphy, plus initiative. Telephone 

EXPERIENCED RETOUCHER wanted etc, Must have studio experience. Box 7174 Ad. Weekly 180 Picet St BC4 Production Manager for appointment 
for first class work. Hours 9-5,30, Write to GROsvenor 3311. 


SHEFFIELD ADVERTISING AGENCY 


Five-day week. Morgan-Wells Studio, 
requires conmtact/production executive 


2 St. Andrews Hill, E.C4, Telephone 
C1ly 7542 


} JUNIOR INVOICE CLERK (female) 
required, Must be accurate at figures 
and able to wpe. 5-day week. Call 
Crane Publicity Lid., Quality House, 
Quality Court, Chancery Lane, W.C.2. 


Box 7144 Ad. Weekly 180 Ficet St BC4 


CAN YOU SELL BUS ADVERTISING? 
Representative required for Midlands, 
Lancashire, Yorkshire and Newcastle 
areas, so if you can-and only if you 
can—contact immediately Howards Pub- 
licity Lid., 93 Market Sirect, Man- 
chester. Tel.: Deansgate 5506/7. 


FULLY EXPERIENCED Print and Pro- 
experienced in all aspects of agency duction Manager required at once for 
routine. Good salary and prospects. progressive central Manchester Adver- 
Age preferably between 30 and 45. tising and Public Relations Agency 
Our staff knows of this advertisement. Own extensive studio. Attractive 
Write full details of experience w working conditions. 


the Managing Director. team, 
Box 7177 Ad. Weekly 180 Fleet St BC4 Box 7175 Ad. Weekly 180 Pleet St BC4 


’ The Robert Freeman Co. 


; VISUALISER 


; ee Preferably with 
es store advertising experience. 


require 
ANOTHER 


LAYOUT ARTIST 


to join a group working on a number of national 
accounts, must be e@ versatile designer and a 
° competent draughtsman. 


ANOTHER 


ee Write, 


3 _ stating experience TYPOGRAPHER 


. and salary required, to join the same group. This responsible position 
cer provides interesting and varied work on both 
to: print and press. A sense and appreciation of design 
essential. 


Both these positions demand comprehensive Agency experience. 
Holidays this year. Canteen on the premises. 
"Phone for interview to : 


“4 ALFRED PEMBERTON LIMITED 
ee 93 PARK LANE, W.I 


The Art Director, The Robert Freeman Co., Ltd. 
22, Hill Street, London, W.1. 


"Phone your Classifieds to CHA 8844 (Ex 25) 
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APPOINTMENTS VACANT 


Marcu 25, 1954 


DESIGNER 


with the experience of, and ability 

to produce, first-class ideas mainly 

for colour printing, for Studio affi- 

liated to top grade printing house. 

Good salary and bonus. 

STERLING ARTS 

DERBYSHIRE HOUSE, W.C.1 

TER 3067/8 


is available for a young 

or Draughteman wishing wo 

in technical adver- 

the English Electric Co., 

The successful candidate will be 

required to discuss advertising matter 

with engineers concerned with ail 

aspects of power generation, distribu- 

tion. Applicants must be capable of 

administering a budgct of expenditure. 

Apply to Dem. C.P.S., 336/7 Strand, 
W.C.2, quoting ref. No, 1283. 


GREENLYS need an Account Executive 


of experience and initiative who has 
had good basic twaining, Wrie two 
Managing Director, 9 Berkeley Street, 
W.1, giving details and salary required. 


SALES MANAGER 


. Only men with not less than 10 
years experience in the advertising field 
will be considered. First rate opportunity 
‘ at for man 


in really prog 
with proven ability. Reply: 
Box 7178 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED INSIDE CONTACT re- 


JUNIOR 


quired by advertisement § typesetting 
Knowledge of process engrav- 
ing useful but not cesential, Write 
full details to 
Box 7169 Ad. Weekly 180 Fleet St BC4 
LAYOUT ARTIST required 
(cither sex) as assistamt to designer in 
Advertising and Printing. Must have 
ability for leering and typography to 
work on finished layouts. State ex- 
perience, if any, and salary required. 
Box 7171 Ad. Weekly 180 Picet St BC4 


GENERAL ARTIST (22-35) required in 


the Publicity Deparumemt of an East 
London firm of Scientific Instrument 
Manufacturers. The successful appli- 
cam will have had experience in draw- 
ing for graphic reproduction and 
preferably an inclination w the illus- 
tration of technical subjects. Exceliem 
working conditions, progressive post, 
5-day week. Write, giving full details 
of experience and salary required, to 

Box 7170 Ad. Weekly 180 Pleet St BC4 


APPOINTMENTS WANTED 


| 
| 
| 


ADVERTISING MANAGER 

36, with success record, seeks progressive 

position Sound expenence production, copy, 

market research, editorial, etc. Efficient 

executive who will handle your edvertising 
with intells thu se 


and 
Selery £900. Write. 


Box 7101 
Advertiser's Weekly 180 Fleet St EC4 


CREATIVE TYPOGRAPHER 


(woman), 


press ads., catalogues, citc., desires 


chanee. 
Box 7015 Ad. Weekly 180 Pleet St BC4 


Agency, 
HUNter 9951/2/3. 


EXHIBITION AND DISPLAY MAN, 7 


years’ experience in design, construc- 
tion, animation and lighting, secks to 
further his experience on the produc- 
tion side of display work. Position 
sought as assistant to production or 


works manager. 
Box 7134 Ad. Weekly 180 Pleet St BC4 


| 
i 


CLASSIFIED ADVERTISEMENTS 


SECRETARIAL AND OFFICE STAFF. 
We introduce efficient candidates for 
all vacancies. Consult Embassy Bureau, 
Excel House, Whitcomb Street, 
W.C2. WHitchall 5924. 

£900 PER ANNUM (or more) could 
secure the services of Production 
Manager with 18 years’ varied agency 
experience, including administration and 
staff control. 

Box 7139 Ad. Weekly 180 Pieet St BC4 


Please write 10 
Box 7135 Ad. Weekly 180 Fleet St BC4 


experience 

display, high standard finishes in wood 
and metal, plastics and screen work. 
Good disciplinarian, adaptable and in- 
ventive. Immediately availabic. 

_ Box 7129 Ad. Weekly 180 Pleet St BC4 

LADY, 27, secks position in studio, 
preferably N. London. Lettering and 
finished art. Precise and clean work. 
Box 7127 Ad. Weekly 180 Fleet Si BOS 

EXPERIENCED AND SUCCESSFUL 
SPACE SALESMAN secks post where 
ability is appreciated. Any media con- 


Box 7119 Ad. Weekly 180 Pieet Sc BOS 
YOUNG MAN with 5 years’ agency ex- 
perience and a Public School education 
secks position as an Assistant Accounts 
Executive 
Box 7115 Ad. Weekly 180 Pleet St BO4 
EXPERIENCED VISUALISER / DE- 
SIGNER, 32, secks good position in 
“Happy Ship.” 
Box 7082 Ad. Weekly 180 Pleet % BC4 
KEEN YOUNG MAN, 121, completed 
National Service, School Certificate 
standard, 2} years im Advertising 
Agency (Outdoor Publicity) requires 
position in art Sudio as lettering artist, 
some previous experience. 
Box 7167 Ad. Weekly 180 Pleet St BC4 


FREE LANCE SERVICES 


EXPERIENCED FREE-LANCE 


GENERAL ARTISTS 
desiring representation 


The Tudor Art Agency 


1 FURNIVAL STREET, E.C.4 
HOLborn 8841 


GREETING CARD 
ARTISTS & DESIGNERS 


Greeting card manufacturers 
wish to contact artists able to 
design attractive cards— 
Christmas, Birthday and 
Special Occasion—suitable for 
general market. Novelty of 
design and/or fold of 
card particularly interesting. 
Roughs or artwork should be 
sent for consideration to 


A. MASON & Co. Ltd. 
207 ST. JAMES’S ROAD 


TECHNICAL AUTHOR socks 


commis - 
sions. Ring ClLiIssoid 0015 of Field 
End 6552 


WELL-ESTABLISHED 


SMALL SUT 
ARTISTS’ AGENT representing scraper - 


board artist of outstanding ability, 
would like w represent another on a 
free-lance basis. Constam inquiries for 
this type of work. Write 

Rox 7061 Ad. Weekly 180 Picet St BOS 


LAYOUT ARTIST (Px, Pig.) 
in folders and brochures, a 


missions. 
Box 6935 Ad. Weekly 180 Pleet St BCS 


EAS ARTWORK, LAYOUT, PRO- 


ICTION. Commissions requested. 

Box 6875 Ad. Weekly 180 Pleet St BO4 
ACCOMMODATION available in Prin- 

ter’s modern studio in W.C.1 divtrict, 

all facilities for free-lance designer who 

will co-operate with the designing of 

top-grade colour printing 

Box 7155 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


ADVERTISER'S WEEKLY 
SALES AND WANTS 


ADDRESSOGRAPH OUTFIT 


Bectric Graphotype Model 6240, Electric 

Addressing Machine Model F268, twe 18 

drawer Cabinets with Trays, 6,000 "8" Index 
Frames, in ox condition. 

Price £140 Would seperate 


MSS 49, TATTENHAM GROVE, EPSOM 


SMALL, HALF-TONE and tine blocks 
of wols and general ironmongery re- 
quired, suitable for catalogue iilustra- 
tion. Price, particulars to Thos, Best 
Lid., Avon Street, Bath 5313, 


MILFROD-ASTOR AUTOMATIC PRINTING 
UNIT 1953 CURRENT MODEL 


TO A PUBLISHER 


Write in confidence : 
Box 6999 
Advertiser's Weekly 180 Fleet St EC4 


SPACE SALES. 


LETTERPRESS 


EDITORIAL LAYOUT ARTIST and 
Typographer offers art service for any 
type of publication 
Box 7172 Ad. Weekly 180 Pleet St BC4 

GOVA LIMITED are always pleased two 
consider designs fer Christmas, novelty 
packaging for perfumes and cosmetice—~ 
pictorial themes preferred. Advertising 
Manager, Goya Lid., Amersham, Bucks. 

FIRST-CLASS SIGNWRITER, display 
and general Travel any distance, 
desires contracts. 

Rox 7124 Ad. Weekly 180 Pleet & BC4 

EXPERIENCED FREE-LANCE ARTIST 
possessing ingredients for book jacket 
design would like w have a crack at 
some. Other commissions also wel- 


comed. 

Box 7118 Ad. Weekly 180 Pleet St BOs 
EXPERIENCED VISUALISER/LAYOUT 

ARTIST requires free-lance work 

Rox 7138 Ad. Weekly 180 Pleet St BC4 
WITH THE BRIEFEST BRIEFING we 

will write, design, produce 


Offices central London. 
Box 7120 Ad. Weekly 180 Pleet St BCs 


RECORDING 


P.L. 


Representative residing 
Central London (own equipped office 
giad w consider additional represent- 
ation, Communications strictly con- 
fidential to 
Box 7042 Ad. Weekly 180 Fleet St BOS 

PRINTERS, E.C.1, 
accustomed high class coloured Cata- 
logue, Brochure work, etc., woult con- 
sider a link up or working arrangement 
with really first class Cx Art 
Swudio. All correspondence in strictest 
confidence. : 
Box 7102 Ad, Weekly 180 Fleet St BC4 
ENGINERR with own 
dise recording unit. B.B.C, and Com- 
mercial Broadcasting experience. Wishes 
t© co-operate with Northern Agency. 
Box 7116 Ad. Weekly 180 Fleet St BCS 


PERIODICAL PUBLISHERS are pre- 


pared to purchase or take financial 
interest in a magazine which has real 
possibility of development, Write in 
confidence, Managing Director, Herbert 
I. Thompson [1td., 12 St. James's 
Place, $.W.1 


PERSONAL 


POSTAL PUBLICITY. 
our Perfect Lewuer 
mailings promptly executed 
lists. No waste postage.-9 Red Lion 
Count, E.CA CEN«tal 9671 


Letters 


SPECIAL ANNOUNCEMENTS 


W. PARTRIDGE for all commercial art 


now at 61 Bartholomew Close, E.C.1. 
MONarch 1847. 


CONOGRAPH FOOT-PUMP OUTPFTT, 
used once, £10, 
Box 7126 Ad, Weekly 180 Pieet St BOS 


ACCOMMODATION 


FREELANCE ARTIST offers cxcellent 
Studio, W.1, phone, ete., t share with 
another. 

Box 7104 Ad. Weekly 180 Pieet St BOS 

PRIVATE STUDIO. tLiett and fur- 
nished, available in building of West 
End Agency Suitable for free-lance 
who will be given opportunities to 
supply fair amount of finished art 
work. No strings. Reasonable 
Box 7161 Ad. Weekly 180 Pleet Si BC’ 


PRINTERS 


OLD ESTABLISHED, well-equipped 
firm of Primers with solid reputation 
for good class work and prompt 
service, has capacity for emall monthly 
journals. Enquiries promptly attended 
wo. Telephone: Bishopsgate ORBI or 
writ to Lynn & Co. (Printers) Led., 
7/9 Princelct Street, London, E.1, 


MISCELLANEOUS 


TRANSLATIONS BY EXPERTS. Pub- 
licity material, sales literature, tech- 
nical leaflets, instruction manuals, All 
languayes., both ways Olympia 
Translation Service, 149 Blythe Road, 
London, W.14 RiVerside 5135 

DEBTS collected throughout Britain. No 
result—ne fee. Brilegal (stab, 1919), 
80 Leeds Road, Bradford 


COURSES 


AA and IIPA 


EXAMINATIONS 


INTERNATIONAL CORRESPON- 
DENCE SCHOOLS offer comprehen- 
sive and uptodate Home Study 
Courses and Tuition in preparation 
for the above cxaminations, These 
Courses have been prepared by ex 
pertenced and successful advertising 
men 


Year after year 1.C.S. Seudents figure 
prominently in the lise of passes and 
with our help many advertising men 
and women have Associates 
of the LILP.A. of A.A. diploma 
holders 


All our candidates are coached until 
successful without extra charge, 
We also give specialised training in 
COMMERCIAL ART, POSTER 
DESIGN, LETTERING and SIGN 
WRITING. 
Write to-day for tree book containing 
full information about our excellent 
instruction service. 
Dept. 28, INTERNATIONAL 
CORRESPONDENCE SCHOOLS, 
International Bulidings, Kingsway,W.C.2 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


dvertiser’s 
Weekly 


THuRSDAY, Marcu 25, 1954 


S. a copy 
52/5 a year 
Post free 
55/- (overseas) 


High-level 
— Interest... 


You might be surprised to learn of the high- 
level readership of the Royal Air Force FLYING 
REVIEW. Top-ranking Air Force Officers, 
Heads of Aeronautical Research, Planning and 
Buying Departments, Test Pilots and the like. 
not to mention a whole multitude of Aircraft 
workers as well as the Officers and Men on all 
R.A.F. stations at home and abroad. 


The top-level officials who read R.A.F. FLYING 
REVIEW are interested in Aircraft, Jet 
engines, Radar . everything for Britain’s 
rapidly-expanding Air fleets, whilst the mass 
readership offers a fruitful market for every- 
thing which sells to men. 


Ring CHAncery 8844 NOW for a copy. 


Circulation EXCEEDS 70.000 copies monthly 


ROYAL 
AIR FORCE 


FLYING REVIEW 


180 FLEET STREET, LONDON, E.CA 


i 


STOP PRESS 


DEATH OF AGENCY 
DIRECTOR 


H. F. Crowther, ye er Rumble, 
Crowther and Nicholas, died 


suddenly yesterday (Wednesday). 


More than 5,000 column inches 
of financial and general advertising 
will appear for Whitehead Industrial 
Trust rests this week-end. It 
has been placed by W. H. Gollings 
& Associates Lid. Insertions cover 
94 blications blished between 
‘riday and Mo 


General ; committee of 
Screen Advert Association is 
meeting the LLP.A. film committee 
to-morrow (Friday) to discuss film 
a dispute. 


Specialized Film Producers, repre- 
senting advertising and industrial 
prod : “If the dis- 


pute i 

strong likelihood that production of 
advertising films and filmlets will 
come to a standstill.” 


Annual dinner and dance of Insti- 
tute of Incorporated Practitioners in 
Advertising, to be held at the Dor- 
chester, London, on Tuesday, will 
probably be a record for Institute. 
Considerably over 500 will attend. 
Chief s will be Sir David 
Eccles, M.P., Minister of Works. 


Heavy atveiins planned for new 
Cos comb which flexes to shape 
of t head, using colour pages 
women’s magazines and spaces in 
national dailies and Sundays, and 
weekly and pone magazines. 
Agents: Paul E. Derrick. 


British T: Commission an- 
nounces that J. Frost has been 
appointed head. of the administra- 

nm of advertising on road vehicles 
in the commercial advertisement 
division. 


Sole rights to the correction ser- 
vices to the mailing lists of the 
medical ession, formerly run by 
Churchills Lid., the medical pub- 
lishers, have been bought up by 
British & International Addressing 


Latest news on fats: Lintas to 
handle Echo brand to be introduced 
by Van den Bergh’s and Jurgens as 


Ltd.) announce national campaign 
to be seen by “8 out of 10 women.” 
Trex UU. Bibby & Son) cooking fat 
advertisements in national press will 
feature Philip Harben (Agents, C. 
Vernon & Son). 


Published by the Proprietors, BUSINESS PUBLICATIONS Lid., 
March 25, 1954. Printed in England by Keliher, Hudson & Kearns Lid. 


at their office at 180 Fleet Street, London, E.CA. 


(Phone: Chancery 8844.) 


. 15-17 Hatiields, London, S.E.1. 
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